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BOTH SIDES OF THE STORY 


SEVERAL MONTHS AGO we cautiously critt- 
cized The Ford Motor Company for using 
a sizzle caption which tried to interest 
women in the mechanics of a car. Weill 
have to take it all back and compliment 
Ford for a piece we picked up on a re- 
cent trip to Springfield, Massachusetts. A 
twelve-page booklet measuring 6” x 10”. 
Picture of a man and woman on the cover 
with broken title “Me and... my Wife.” 
Left-hand pages give the reactions of the 
man to his wife’s driving, what he wants 
in a car and why he bought a Ford. Right- 
hand pages give the wife's reaction to her 
husband's driving, what she wanted in the 
car, etc. It’s an interesting pictorial story 
of the differences in sales appeal when 


dealing with men or women. 
ea 


GOOD SERVICE 


JOHN pDOMMETT, of Oxhey, Herts... Eng- 
land. in writing J. M. Grolimund of Sel- 
mer, Elkhart, Indiana, to comment on his 
letter concerning mean people, asked if we 
had ever heard of the Scotchmen who go 
to the hotels Monday morning to fill their 
fountain pens and secure writing equip- 
ment. And speaking of service, with an 
eye toward the pocket book, Mr. Dommett 
sends us a clipping from the local news- 
paper. to wit: Ready, Ave Ready. | spent 
a few hours in Edinburgh this week-end 
and admired its preparedness for air raids. 
On each table, for instance, in the lounge 
of one of the principal hotels was a typed 
sheet of A.R.P. instructions. The last 
paragraph ran: “Dining room customers 
who wish to go to the shelter should tell 
their waiter, who will present their bill 
immediately.” 
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ven if he did not get the fever himself. your reporter would know tha 
Even if he did not get the f oe port ld k that 
Spring is here by the tone of little paragraphs stuck here and there among 


the letters he receives. 


And do we enjoy these Springtime paragraphs which usually get com- 
pletely off the track of business? 


Some of you might like to read a few of them. May give you some 
ideas for winged words. 

A paragraph in a letier from Maine: 

Wish that you or any other New Yorker might see the view from my window this 
morning. After heavy rains last night, it froze immediately and every fir looks like a 
beautiful Christmas tree. White birches with their new buds look as if they were 


wrapped in sparkling cellophane ... have wasted most of the morning marveling at 
mother nature’s bag of tricks. 


Another letter from Maine which had Spring tonic in it: 


l enjoyed your talk. For the first time | came away from one of these hotel meet- 


ings feeling that I had learned something . . . and much to my astonishment, the people 


had really talked to each other and left their snobbishness at home. 


Another letter from a fellow up North who didn't like the way we 
criticized the Direct Mail work of one of his friends. 
| realize that from the lofty towers of Manhattan’s glamorous position in this 


world all else is just so much nothing, but I thought you might be interested in my 
reaction to your “smart-alec” comment. 


(Your reporter just had to fight back on that one by giving part of his 
history, to wit... born in Baltimore; raised in Chambersburg: educated in 
Washington, and Philadelphia, Pa. Worked and lived around New Jersey 
and Virginia. Started own business in Pittsburgh and since 1920 have trav- 
eled or lived in nearly every section of the United States.) New Yorker? 


Here's a Spring song from New Jersey, following a visit to The Direct 
Mail Center by a fellow who wanted to patent a Direct Mail piece. 


Thanks for the advice you so generously gave me. Your advice proved much more 
worthwhile than that of my attorney and it goes without saying that it cost me a whole 
lot less. 


THE REPORTER 
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Here is an ambition-killing paragraph in another letter from New Jersey. 


The broad sun decks ... invitingly coaxing you to toss away your troubles and 


settle down to enjoying the placid pattern of Springtime in Atlantic City. 
(Oh, my!) 


Here are a couple of paragraphs from a former member of the Direct 
Mail Staff who went to Washington and got herself a Government job. 


This job here is getting me more and more “America” conscious. When I realize 
the wonderful things our government is doing for the country to make it a better and 
fuller life for ordinary beings, | want to scream it from the hilltops so that all the 
troublemakers who are trying to mess-up things would know what’s really going on. 


\ short while ago I heard a hurdy-gurdy but | thought I was imagining things .. . 
thought it was my homesickness for New York breaking into “day dreams’—but, sure 
‘nough ... “twas an_honest-to-goodness organ grinder about two blocks away—and 
everyone seemed thrilled with it. I dont know why—but I always thought organ 
grinders existed only in New York in the Spring. But, then . 
davys—there are other parts to U.S. besides N. Y. 


.. Pm waking up these 


And here is a paragraph from a letter writen under that Palm on that 
Farm in Florida. 

My mother has been spending the month with us. Looking out of my office window. 
] see her seated on a chair under a palm on the front lawn, reading her paper. She 


looks the perfect picture of peace and contentment, with the sun shining on her white 
hair. Ill remember her like that. 


And now for a beautiful paragraph from a Gal who really knows how 
to write. Helen D. Borsch, who works in the Alumni Office of Case, wrote 
a word picture of life on the campus with photographic phrases and plenty 
of dots. She winds up 


The old place—gosh how | love it! And thank God—oh, so much—it’s a_ place 


where I can daily hear the march of young men’s feet going to classrooms—not to 
war and the only red flag | see belongs to our dear old neighbor, Reserve—not to a 
communistic country! 


That's enough for now. Keep your eyes open for Spring paragraphs in 
the letters you get. Spring affects people differently . . . but it affects them. 


You might as well expect anything. 


HOW GOOD A PROOFREADER 
ARE YOU? 


Read (DON'T SPELL!) the following paragraph. ONCE ONLY. count- 


ing the F’s. Don't go back and count them again: 


FEDERAL FUSES ARE THE RESULT OF YEARS OF 
SCIENTIFIC STUDY COMBINED WITH 
THE EXPERIENCE OF YEARS. 


Reporter's Note: Above taken from February issue of a very good mime- 
ographed house magazine issued by Southwestern Association of Industrial 
Editors, Tulsa, Oklahoma, (edited by Paul E. Yard). We like this House 
Organ because of its many short, concise, helpful items. See answer to above 
on page 6. 


THE REPORTER 





WARNING 


THE REPORTER IS 
COPYRIGHTED 





SORRY ... but we are forced to make this 
announcement. 


Two years ago, when THE REPORTER 
started as an independent publication and 
the only publication devoted exclusively to 
the whole field of direct advertising. we 
printed the following notice. 


“Contents NOT copyrighted. Anyone 
can use the material without further 
permission ... and it’s our hope that 


it will be helpful.” 


For two years we have published THE 
REPORTER without copyrighting it. Our 
purpose is to publish accurate, authentic. 
honest and helpful reports of facts. for- 
mulas and ideas which can be put to work 


in the businesses of our subscribers. 


We presumed .. . in our trustful way 
. that no one would be so unethical as 
to try to publish another magazine as a 
professional venture in part of the Direct 
Mail field . . . and use the material appear- 


ing in THE REPORTER. 
The unexpected has happened. 


A professional publisher, new and _ in- 
experienced in Direct Mail. took over the 
remains of a magazine which covered a 
fractional part of the field. In his first 
revived issue, we discovered approximately 
80 running column inches of material 
“lifted” from THE REPORTER without 
any credit and obviously disguised as 
words of wisdom emanating from the new 
editor. We asked for an explanation 
and assurance that such tactics would not 


be repeated. No answer has been received. 


So... nothing to do about it but give 
you this here warning. THE REPORTER 
IS NOW COPYRIGHTED .. . but to all 


of you good people, it doesn't mean a darn 
thing. Go ahead and use the ideas in 
THE REPORTER for your house maga- 
zines, booklets, letters. or for any other 
purpose that will help you get more busi- 
ness by the use of the mail. Credit THE 
REPORTER if you can do it gracefully. 
If in doubt, just drop us a note and we'll 


give you permission promptly. 


We don't care who publishes a journal 
in the Direct Mail field or any part of that 
field. but we have to spend too many long 
hours talking into a dictating machine... 
to relish the thought of having our words 
sold by someone else who doesn’t even 
know what we are talking about. 











TRUER WORDS NEVER 
SPOKEN 


Your reporter just happened to see the 
following interesting item in the Second 
April Edition of the Chicago Advertising 
Club Bulletin. It was written by our old 
friend, Elon G. Borton (President of the 
Club and Advertising Manager of LaSalle 
Institute). Every Association Secretary in 
the world should carry a clipping of this 
item around in his or her pocketbook .. . 
to read in some dark corner when there is 
no shoulder available to cry on. 


“If there is one job I particularly 
wouldn’t like, it is that of being Exetutive 
Secretary of a professional or trade asso- 
ciation. To be at the beck and call of 
everybody, to have to be diplomatic and 
courteous all ways and always, to have to 
get busy men and women to give volun- 
teer time to a myriad of jobs, to have the 
responsibility while others get the credit, 
to really run the association while letting 
others think they do it. 


Yet some men like to do it and thrive 
while doing it. Chile Southward, for in- 
stance, has smiled through four years as 
Executive Secretary of the CFAC and has 
built the Club from a precarious financial 
situation and a small membership to its 
present prosperous and sound condition. 
And when I say Chile built the Club, I 
mean almost exactly that. Those of us 
who have worked on the Board and as 
oficers know that Chile has been the 
mainspring and pilot. The CFAC owes 
him a real debt of appreciation.” 


GOOD IDEA FOR ENVELOPES 


HAVE ANY Reporter readers tried putting 
an advertising message on the back of a 
business reply envelope? Reporter R. A. 
Childers of the Southern States Iron Roof- 
ing Company, Savannah, Georgia, sends us 
a sample of their reply envelope. A year 
ago ... this company decided that not 
enough people were ordering nails and 
accessories with steel roofing. A check-up 
on orders last year showed that nails and 
accessories were ordered on only 30.8% of 
their orders. They therefore printed on the 
back of their envelopes this message: 
“Before You Seal This Envelope Have You 
Ordered Nails, Ridge Cap, Valley And 
Other Fixtures? Order Now And Save 
Time.” The envelopes have been in use 
for a year and a recent check-up showed 
that nails and fixtures are now being 
ordered on 42.6% of orders received. It’s 
not a bad idea... 
adaptations. 


and could have many 
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Harold E. Severance, President of the Hotel Association of Maine, who 
was our host on our visit to Bangor and who was a recent visitor to The 
Direct Mail Center, sent us a sample of a unique mailing he made last 
Christmas. There was a little wooden barrel sent through the mail with 
nothing but an addressed tag tied to it with a string. The cap in the barrel 
had a little hole drilled in it to hold incense. Inside the barrel were 
eight sticks of incense and the following message printed on a sheet of 
paper, 4” x 6”: 


To our Friends 


Thanks to you we can discard the proverbial barrel as an article of clothing this 
winter, using it in turn to send you a barrel full of Good Wishes at Christmas Time. 


We hope you will burn the incense made from fresh balsam boughs and with the 
aroma of curling pine smoke re-live in your imagination pleasant memories of moun- 
tains ... tall pines .. . Lake Kezar and Brown’s. 


Brown’s SportTinc LopcEe 
AND THE SEVERANCES 


Central Lovell, Maine 


Reporter's Note: That mailing should have received plenty of attention. 
It received plenty of attention from your reporter. We burned up all the 
incense during the dictating of this issue. 
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Did You Ever Hear of the One Hundred Million Club? 


Well . . . here’s the first picture of it ever taken. These are the guys and gals who 
meet once a month in New York at Midston House ... to take down their hair and 
reveal the innermost secrets of how they get results through the mail. All proceedings 
are supposed to be “off the record.” Combined mailings of the group run more than 
one hundred million pieces per year. We won’t attempt to list the names of the impor- 
tant people in this group, but if you all knew what they are supposed to know... 
Direct Mail would be one long rosy dream. That is the major-domo, Fred Stone of 
Parents Magazine, sitting to the starboard of the yacht on the mural ... with Julian 
Brodie of Green-Brodie, the speaker on April 25th, sitting to his port side. Incidentally, 
the Hundred Million Club idea is growing. There is a fine group in Chicago now 
meeting every month. Another group has started in Boston, but instead of the Hundred 
Million name, they call it SEC. 562 Club. John H. Sweet, Vice President of the Poor’s 
Publishing Company, is Chairman or President of the big mailers for the Boston area. 
The Club meets regularly on the first Thursday of each month at 6 P.M. You'll have 
to be on Fred Stone’s mailing list to know when the New York group meets. 


THE REPORTER 
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MORE ANNUAL REPORTS 


Your reporter will soon have to start a regular feature devoted to annual 
reports . . . and build a new library to accommodate all the good samples 
coming to us. We've had a lot to say on the subject in the past. Annual 
reports were very dry and lifeless up to about three or four years ago. Then 
Publicity started to break about the 


. everyone seems to be getting on the band wagon. We 


someone started to humanize them. 
good ones. Now .. 
cannot describe each one, but if you are interested, you can always come to 
The Direct Mail Center and see our file. 


Recent praiseworthy examples are 
The 75th Annual Report of the Elgin National Watch Company, Elgin, 


"x 11” booklet with plenty of 
illustrated selling literature to make stockholders Elgin minded. 


Illinois. A beautiful 16 page and cover 81% 


Acacia Mutual Life Insurance Company of Washington, D. C., published 
their 71st Annual Report as a 42 page and cover booklet measuring 514” x 
814”. It is more conservative than some we have seen, but it does a good 
selling job. 


The National Life Assurance Company of Canada, Toronto, Canada, 
published their 41st Annual Report in a simple eight page 544” x 814” 
and cover booklet. The cover has a rectangular window cut-out which is 
filled with a sheet of green cellophane. 


The 48th Annual Statement of The Great-West Life Assurance Company 
of Winnipeg, Canada, is one of the most colorful reports we've seen. It’s 
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a twenty page booklet measuring 514” x 8” printed in green and _ black. 
Nearly all pages give pictorial or graphic charts and the booklet is entitled 


‘“*Achievement in 1939.” 


And who ever heard of a printer issuing an annual report. Mr. J. M. K. 
Davis sends us the report of The Case, Lockwood & Brainard Company, 
85 Trumbull Street, Hartford, Connecticut. A 16 page 81%” x 11” booklet 
and a deckle edged cover of the best rag paper. The Case, Lockwood & 
Brainard Company reveal for benefit of stockholders and clients a complete 
financial statement showing their healthy condition. And the booklet gives 
a complete exposition of all services, with illustrations showing the type of 
work produced during the past year. It deserves a place in the Gold Palm 
Section. 


There have been plenty of reports to stockholders . . . but here is an 
annual report for employees. Eddie Rickenbacker has issued a 16 page, 
814” x 11” booklet entitled “The Annual Family Conference of Eastern Air 
Lines’ Employees.” 


It explains in graphic and simple statistical style exactly what the com- 
pany is doing. How it gets its money; and how it spends its money. The 
Balance Sheet on the center spread is explained in “One Easy Lesson.” It 
is the clearest Balance Sheet ever read by this reporter. Perhaps that would 
be a good idea for many industries and would do much to solve the labor 
problem. Get out an annual report to the employees of the company and 
explain the company in the employees’ own language and in terms they can 
understand. The Eastern Air Lines book could well be a model. 


THE REPORTER 








A PETER ARNO DIRECT 
MAIL PIECE 

LATEST NBC promotion piece to promote 
the Red Network deserves a Gold Palm 
.. or something. Twenty-four pages, 11” 
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x 14” with stiff red book cover containing 
a Peter Arno magician and the title in 
reverse, “It’s Not Done With Mirrors .. .” 
Back and front cover the same. That is, 
the heading is spelled backwards and it is 
necessary to read it through a mirror un- 
less you can read backwards. Peter Arno’s 
drawings run throughout the book. Pages 
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are set in large type... 


giving an inter- 
esting, clear story of the advantages of 
advertising over the Red Network. It will 
go into the Gold Palm section in The 
Direct Mail Center. 


When you are searching for Direct Mail 
Ideas . . . visit the Display at The Direct 
Mail Center. No charge. No obligation. 
No questions asked. 











A CULPRIT CAUGHT 


THE POST OFFICE is really going after peo- 


ple who misuse Business Reply Envelopes. 


We have just seen carbon of a letter 
mailed by Postmaster James J. Dowd of 
Holyoke, Mass.. to a REPORTER reader 
down south, who had sent Postmaster 
Dowd evidence of misuse. First paragraph 
of letter gave the name and address of the 
person who had been suspected of mis- 
using Business Reply Envelopes to mail 
fictitious orders and other material. The 


following two paragraphs are important: 


\s stated previously this case has been 
under investigation for some time but we 
were unable to catch the culprit in the 
act. On Friday, April 19, our constant 
effort was rewarded and the guilty person 
was caught red-handed and taken into cus- 
tody by the Postal Inspector. 


This information is submitted to you be- 
cause we want you to know that we appre- 
ciate your generous cooperation in this 
respect and assure you that we feel that a 


. , . 
ereat victory has been achieved. 


The moral of this is:—-if vou receive 
your own Business Reply Envelopes con- 
taining obscene matter, propaganda. or 
other inappropriate material give all 
of the evidence you received either (1) to 
vour local postmaster or (2) mail it to 
the Third Assistant Postmaster General’s 
ofice at Washington, D. C. . . . or (3) 
write to the Postmaster in the city from 
which the envelope was mailed. The Post 


Office means business. 


GOOD HEADINGS 


Your reporter is constantly on the watch 
for examples of good headings ... and 
it's too bad that we have to praise J. S. 
Roberts of the Retail Credit Company. 
Box 1723, Aiianta, Georgia, so often (may- 
be too often). 


He takes the cake for good headings and 
for putting his story across in the shortest 


possible space and time. 


A recent 84” x 11” circular of his had 
two squared sections of type and display. 
The first section had a sketch of a hand 
throwing a switch. The other section a 
sketch of a hand inserting a letter into a 
mail box. Caption on the first square read 
you flick a 


switch!” (Then just 19 words of copy.) 


“When you want Light 


The second square caption “When you 
want Enlightenment on persons you mail 
an inquiry to the Retail Credit Company.” 
(And then 31 words of descriptive copy.) 
The story is well told. 


o 








A HUMOROUS CAMPAIGN... 
WITH A PUNCH 


Your reporter saw a humorous campaign just being released by the 
Sports Division, Dunlop Tire & Rubber Company, 500 Fifth Avenue, New 
York City. Mail campaign consists of a teaser post card sent to golf pro- 
fessionals with the question “What Causes 75° of a Pro’s Worries?” <A 
few days later the golf pro receives an attractive booklet containing the 
answer. The story is told in |, 2, 3. 4. etc.. fashion, with a point to each 
page ... the points or pages being numbered by a typical flag on the golfing 
ereen. The booklet shows the Pro a new and humorous method of getting 


more people to take lessons. It offers the Pro an unlimited quantity of 


students” who break either 
100. 90 or 80 for the first time. Cartoon on the certificates is drawn by 


award certificates (illustrated here) to give to his 
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George Price whose cartoons appear in the S. E. P., Colliers and New 
Yorker. The plan also embraces furnishing the Pro with announcement 
posters for display in club houses, honor roll records also trophies for 
those “dubbers” who get two certificates during one season. An interesting 
and unusual campaign which we are glad to display in The Direct Mail 
Center. 


ANSWER TO TWISTER GIVEN ON PAGE FIVE 
There are SIX F's in the paragraph. An average intelligence finds three of them. 
If you spotted four, you're above the average. If you got five, you can turn up your 


nose at most anybody. If you caught al! six, you're a genius and a lot too good to be 
wasting your time on foolishness like this! 


Perhaps this little experiment explains why so many mistakes creep into our house 


organs, showing up only after the job is all done and delivered. They're easy to 
find them! 
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A REPORT ON QUESTIONNAIRES 


Otto Schulz, President of the American Automatic Typewriter Company, 
614 North Carpenter Street, Chicago, Illinois, sends your reporter an inter- 
esting case history on several questionnaire mailings. Since questionnaires 
are becoming increasingly important in Direct Mail work, we give you entire 


report. 


I read “Another Theory Bites the Dust” in the current Reporter and was interested 
in the statistics on the questionnaire mailing, but was surprised at the low returns. 
Montgomery Ward & Company recently completed a questionnaire mailing that brought 
in 63% replies and then mailed another that obtained a return of 76% of all the 
questionnaires mailed. The letters were reproduced on the Auto-typist and we assisted 
in planning the campaign. 


The first questionnaire to catalog furniture buyers was mailed with the following 
letter signed by Mr. Gordon H. Anderson, assistant to Ward’s president, Mr. Sewell Avery. 


“We want to thank you for your recent order for furniture. It is our hope that 
you are so well pleased you will decide to furnish your home with other selections 
from our catalogs. 


It is important to both of us and to you that you be pleased with the merchandise. 
If there has been anything disappointing about your order, we are of course interested 
to know about it. Would you be kind enough to answer as completely as you can the 
attached questions and return in the enclosed self-addressed envelope.” 


The letter was typewritten and went out first class. The questionnaire was mimeo- 
graphed and had the customer’s name and address typed on it for identification. The 
questions asked if the merchandise was satisfactory, if it came up to the catalog 
description, if it arrived in good condition, etc. There was no incentive for the cus- 
tomer to reply. A permit reply envelope was enclosed. 


Here’s an explanation of the high percentage of return. A carbon copy of the 
letter was made when it was first typed. The first letter brought about 30% replies. 
Two weeks later the carbon was mailed with a reminder to please fill-in and return 
the questionnaire. This brought 3390 replies, making a total of 63%. 


Following this furniture questionnaire a questionnaire was sent out to home appli- 
ance purchasers. The item the customer had purchased, such as vacuum cleaner, 
refrigerator, etc., was filled-in in the body of the letter. One important difference in the 
handling was the substitution of stamped envelopes for permit envelopes. A carbon 
copy follow-up was also used. 


This questionnaire received the astounding return of 76%. Ward’s officials credit the 
stamped envelope for the difference between the 63% replies on the furniture mailing 
and the 76% on the home appliances. They say their customers hate to waste good 
U.S. postage. 


The carbons got half the replies, but the first letter did remarkably well. The 
personal salutation and the item fill-in must have contributed. Ward’s say their normal 
return is from 20 to 30%. 


Keporter's Note: In spite of the fact that a few of our worthy friends 
think that formulas should be thrown out of the window this case is 
simply another verification of the fact that formulas are really worth-while. 
it has been well authenticated by tests that on questionnaire mailings it is 
important to fill in the name and the address of the recipient and to make 
the letter as personal as possible. The questionnaire should be a separate 
sheet. It has also been proven that returns will be stepped up by enclosing 
a stamped return envelope rather than a business reply envelope. The stunt 
of sending a carbon copy of the letter later is excellent and will always 
increase returns. There are cases on record where the carbon copy has 
pulled more returns than the original letter. Refer back to item on Page 14 
of the February Reporter, and refresh your memory on the Telautograph 
questionnaire which pulled more replies than the previous circulars about 
which the questfonnaire was asking. 
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CIRCULATION BUILDER 


OUR EARS are red! We are afraid you 
have been talking about us. Folks we 
have never heard of, from near and far 
(mostly far), write and tell us that you 
have been talking about us, and you know 
it is darned embarrassing because we don't 


know what you have said. 


You see, we have been getting the queer- 
est letters of late. One correspondent even 
wanted to set us up in business, as com- 
posers and printers of realistic direct mail 
pieces, which would be fine, only we are 
really interested in selling the world’s fin- 
est paints and sealers (advt.). Others, in- 
cidentally, were more interested in getting 
our price on printing, not prices on paints. 
What a business! 


Will you please, therefore, appease our 
feline curiosity before it does us in—please 
send us (we think it is the March issue) 
of THE REPORTER, so that we _ too 
may see what you have been saying be- 
hind our backs? 


Frep Garer, Adv. Dept. 
Laux Sales Company 
Seattle, Washington 


Reporter's Note: This is one way to get 
REPORTER known. All we have to do is 
mention a mailing piece of a non-sub- 


scriber ... and from then on... oh my! 


DELUXE PRIMER 
Last YEAR THE REPORTER praised a 


style book issued by Shuron Optical Com- 
pany, Inc., Geneva, New York. 


Advertising Manager C. H. Mallery just 
sent us what he calls deluxe primers. They 
deserve praise, too. Deluxe is the word. 
One is entitled “What You Should Know 
About Ophthalmic Lenses,” the other 
“You Can Look Well 
The first is covered in red plastic with 
gold letters and gold plastic binding. The 
other is bound in stiff blue laminated cover 
with white plastic binding. One measures 
6” x 814”—the other 61.” x Blo”. Both 
are written in primer style with simple 
ABC explanation which can be understood 
by and which will interest any layman. 
Hard to describe here but we'll put them 
in the Gold Palm section in The Direct 
Mail Center. 


in Glasses.” 


If you don’t believe that booklets and 
informative catalogues are improving .. . 
you had better visit The Direct Mail Center 
before you plan your next “masterpiece.” 
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HOW MANY PEOPLE READ 
DIRECT MAIL? 


IN YOUR LATEST ISSUE you have a little piece 
captioned “Questions and Answers” in 
which you show some possible returns for 
various classes of direct mail. 


Early this year we debated whether we 
should send a certain catalog to our entire 
list, or whether we should try to secure a 
fair percentage from those who may be 
considered the best prospects. The reason 
for this was that we knew that a large 
percentage of the people listed would not 
and could not use the equipment’ adver- 
tised. =” 


We finally decided to test a list of 2150 
names, and we received exactly 639 re- 
quests. This, it seems to me, ought to 
reply to the fellow who thinks that not 
more than 2% of automobile owners (or 
owners of anything) read the direct mail 
received by them. 


N. B. ByorRNsSON 
Dexter Folder Company 


Pearl River, N. Y. 


Reporter's Note: Good replies because 
of a good letter. And .. . congratulations 
to Mr. Bjornson for winning Dartnell Gold 


Medal letter award. 


THE SHORTEST LETTER 


DURING THE TALK at the Maine Hotel Man- 
agers Association we gave many of the 
formulas for writing good business letters. 
and criticized (rather severely) some of 
the letters written by managers of hotels. 


Just before leaving Bangor, Harold Sev- 
erance, President of the State of Maine 
Hotel Association, told me that he was 
afraid to write a thank you letter, but 
would try to think up one that had no 
useless words, incorrect expressions or an- 
noying phrases. 


On April 2nd we received the following 
uncorrectable letter from Harold. 


Mr. Henry HoKe 
17 East 42nd Street 
New York, N. Y. 
Dear Henry: 
Thanks! 
Sincerely yours, 
(signed) Harotp E. SEVERANCE 
President 

HES:S 
P.S. THANKS AGAIN!! 
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-. THE WORD FOR IT 





Recent news during April indicates that someone has taken the Printing 
Trades Unions for a sleigh-ride. 


It is alleged in trade and advertising papers (although your reporter 
has not been able to obtain a copy) that a letter went out on the stationery 
of the International Allied Printing Trades signed by John B. Hagerty, 
President of the Bookbinders International . 


be waged to combat radio advertising. 


suggesting that a campaign 


Who thought up this brilliant idea? International Allied Printing 
Trades Union certainly didn’t think of it themselves. Somebody or some 
group that didn’t like radio advertising must have whispered in their ears. 
Could it be possible that any large advertising group would stoop so low as 


to use this means of fighting a lusty and prosperous rival? 


For the benefit of the boekbinders, the pressmen, typographers, the photo 
engravers, the stereotypers and the electrotypers unions (among which we 


number many of our friends) your reporter will give a few facts. 


Radio adver.ising has not hurt the printing business one iota. It may 
have diverted a few dollars away from publication advertising. Radio adver- 
tising . . . instead of hurting the printing industry . . . has given the printing 
industry a tremendous boom. Radio advertising is a direct ally of Direct 


Advertising and don’t let anyone fool you. 


Your reporter has had his finger on this pulse for many years. For 
instance, during the first nine months of 1939, there were 180 offers of 
printed material made to the radio audience over the NBC network alone. 
There were 288 offers of printed material during the entire year of 1938, 
and 284 during 1937. The offers are increasing rather than decreasing. 
Most of the offers include elaborate printed material, such as_ booklets, 
recipe books, games, etc. These printing jobs run into the millions. And 
of greater importance is the faci that most companies who stage big and 
expensive radio programs, precede those programs with elaborate printed 
campaigns to their dealers, distributors and other employees. Radio has 
created a tremendous and vast market for printing which never existed 


before ... at least in the fabulous “Amos and Andy” range of figures. 


The Lucky Strike Program promotion is an old story but it’s worth re- 
peating. Listeners were asked to send in their choice for popular tunes. 
When post cards were received, the Direct Mail campaign was put in motion. 
All entrants, winners or not, were mailed new entry blanks. Later on all entries 
received additional blanks for their friends. The American Tobacco Com- 
pany wanted to extend the campaign, so they began mailing entry blanks 
to lists of people compiled from the telephone book. Retail outlets were also 
used as distributors. The number of entries grew from 40,000 in the first 
week to 1,400,000 entries in a few months, and it once went over the 
2,000,000 mark. Within a six weeks period, more than 20,000,000 entry 
blanks were distributed by Direct Mail and through retail outlets. In one 
week, 230 tons of paper were used for order blanks, and the printer engaged 
39 extra people to handle the printing. Five hundred people were employed 
to do the checking. It took 7 addressing agencies employing 6,000 people 
to do the mailing. 
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That is just one campaign. The printers certainly got a job that they 
would never have gotten otherwise. 


Here are some other figures which may show you that radio advertising 
has increased the use of big volume printing. Look at this itemized schedule. 


OFFERS INVOLVING PRINTED MATERIAL WHICH PULLED 
LARGE RETURNS 


SHELL OIL CO.—*“Stop and Go” Game. Offered once only. Free 3,500,000 returns 
at Shell Stations. in 48 hours. 
SINCLAIR—Dinosaur Stamp Album. Offered once only. Free at 1,000,000 returns 
Sinclair Stations. in 48 hours. 
GENERAL MOTORS—Booklet, “We Drivers.” Free. 3,000,000 returns. 
STANDARD OIL CO. OF NEW JERSEY—Handy Time Table of 5,000,000 returns. 
News Announcements. Free. 

SINCLAIR—Football Contest. Entry and instruction blanks obtain- 3,141,827 entries 
able at dealers. in contest. 

SUN OIL CO.—Book by Lowell Thomas. Free at Sun Oil Stations. 2,000,000 returns. 

MILES LABS.—Dr. Miles Weather Calendar, 12 pages. Available at 18,500,000 dis- 
druggists with 30c or more purchase. tributed to drug- 

gists. 

Cut-out of Barn Dance Stage Set. Available at druggists with 4,000,000 returns. 
30c or more purchase. 

PROCTER & GAMBLE (Ma Perkins)—3 packages of flower seeds. 1,000,000 returns. 
Offered for 10c and a box top. 

GILMORE OIL CO. (Pacific Coast only)—Gilmore Club, a news- 500,000 a month. 
paper with news stories, features, puzzles, etc. Free at Gilmore 
stations. 
Gilmore “Mike’—newspaper listing radio features, program 2,000,000 in 6 


listings, etc. Free at dealers. months. 
REGIONAL ADVERTISERS—Mystery Chef’s Cook Book. Free. 3,000,000 in 3 
years. 


If anyone wants to carry this fight any further, we'll get the high-pressure 
sales promotion managers of National, Columbia and Mutual to furnish us 
with the itemized figures. Those figures will make the whole argument look 
sick. Radio advertising was a life-saver for many printers who had to have 
big volume runs. Radio advertising has made advertisers conscious of big 
volume runs and of attractive booklets. No other form of mass advertising 
ever got such a quantity of mass returns which demanded adequate and spec- 
tacular printed material. 


And if the printers would like to know the real truth . . . the radio 
stations and chains themselves have been one of the largest users of printed 
promotion in the country. The radio stations and chains advertise nearly 
entirely by mail. Their advertising or printed promotion is the most elabo- 
rate and expensive in the country. And another fact . . . most of the radio 
chains ask the users of the air to also use printed promotion to precede and 


follow-up their program. 

Your reporter dislikes these fights between various forms of advertising. 
All forms of advertising are good. Each in its place is best. So we go back 
to our heading. “Nuts” is the word to use when anyone tries to get the 
Printing Trades Union to fight radio under the false assumption that radio 
advertising has hurt the printing business. 


1940 DIRECT MAIL LEADERS CONTEST— 


Entry Blank and Rules are now available at The Direct Mail Advertising 
Association Headquarters, at 17 East 42nd Street, New York. 


The 1940 contest closes September 7, 1940. 


Announcements of CUP awards, FIFTY LEADERS, and runners-up 


will be made at Annual Banquet of 23rd Annual Convention, October 3rd, 
Atlantic City, New Jersey. If you want to be a LEADER .. . start planning 
NOW to enter your campaign. 
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IT’S SPRING 


BEST MAILING we've seen so far, tying-in 
with the spring season ... is a dainty 
French-fold circular printed on light onion- 
skin paper, and issued by the Claridge 
Hotel, Atlantic City. Taken out of an 
envelope and opened once, it is a repro- 
duction of the manuscript for “Spring 
Song.” Insert over part of manuscript is 
a color reproduction of spring flowers. In- 
side the fold, a reproduction of the Clar- 
idge. A few lines of copy, and the slogan 
at the bottom, “Spring’s in Swing at The 
C'aridge.” Not very powerful in selling 
copy, but a good attention getter. 


You'll notice that we liked the idea so 
much ... we “lifted it” hook, line and 
sinker for our cover. With credit to The 
Claridge, Ada Taylor, and Lavenhar, Cur- 
tis & Company, Inc.. the agency creating it. 


THAT SUBJECT OF TIMING 
..- AGAIN 


WE'VE MENTIONED it before . . . how im- 
portant it is on a seasonable offer to be 
sure that your timing is right. Ralph Burt 
showed us a fancy piece in Springfield, 
which went haywire on the weather. A 
stylish piece printed on double-deckle 
stock, and issued by a furrier. The cover 
declared with more than usual emphasis: 
“Winter has Gone.” 


The day the piece was received by 
Springfield housewives it was snowing like 
all get-out. 


SPOTLIGHTING LOCATION 


RECENTLY SAW a folder issued by Hotel 
Webster Hall in Pittsburgh, Pennsylvania 

which illustrates the point that it’s 
easy to make a simple folder different and 
to spotlight a feature with a very inexpen- 
sive die-cut. This folder of Webster Hall 
is in the form of the usual “rack folder” 
issued by most hotels for display in the 
racks of travel agencies. On the first in- 
side fold there is a story by Richard Nash, 
the Manager, about the advantages of 
Webster Hall. There is a 2” circle die-cut 
in the center which reveals on the page 
underneath the Hotel on a blueprint map 
of the city of Pittsburgh. It makes an in- 
teresting spot on the folder and it certainly 
dramatizes the location. 


For your information: Present Direct 
Mail School will close on May 28th with 
meeting of all “alumni”. Next course 
starts September 19th. Reservations can 
be made now. 
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PIGEONS ... AND 
ADVERTISING 


WE LIKED the folder “There was nothing 
remarkable about IRMA” issued by Par- 
ents’ Magazine, 52 Vanderbilt Avenue, New 
York City. It takes serious thinking these 
days to discover new ways of telling at. 
old story . . . especially when trying to 
sell advertising space. Parents’ Magazine 
used the case of IRMA . a homing 
pigeon which won a 500 mile champion- 
ship race out of a field of 1,870 contest- 
ants. A Chicago Tribune reporter com- 
mented that IRMA was just about like all 
the other pigeons except for one cireum- 
stance. IRMA had left a nest full of eggs 
back home in Chicago. And her feathered 
brows were puckered with faint lines of 
worry for their welfare as she took her 
place in the starting line-up. The reporter 


added: 


“That’s what puts the speed in pigeon 
racing—the pigeon’s fear that something 
may have gone wrong with the family— 
racing officials said yesterday after an- 
nouncing IRMA’s victory. Bachelors and 
old maids, and parents whose children are 
grown don’t win pigeon races very often.” 


From there on it was easy for Chet 
Sloane to swing the story into the advan- 
tages of advertising in a magazine which 
reaches more than 500,000 families with 
children. 


ANOTHER PRODUCTION 
YEARBOOK 


LEO JOACHIM has done it again! Every 
time we see a Production Yearbook we 
wonder how the Colton Press can surpass 
it the next year. Their sixth is out now 

. and it’s a beauty. 
with an embossed plaque symbolical of 
the Graphic Arts pasted on the front cover. 
The plaque is the work of Harald J. Tor- 


geson, and the same art motif is repeated 


Bound in burlap. 


photographically on the title page. The 
inside of the book lives up to the promise 
of the cover. Within its 612 pages can be 
found articles by outstanding authorities 
in the field covering Art and Photography. 
Engraving, Bookmaking and Binding, Inks 
and Paper, Printing Processes, Typog- 
raphy. and miscellaneous production data 
from “Ad Agency Cost Estimates” to 
“When to Use What Photostat.” All this, 
in easy-to-find form and profusely _illus- 
trated, makes the book well worth the $5 
it costs to own one... if you can’t find 
time to study the copy in The Direct Mail 
Center. 
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COURAGEOUS CANADA 


The Royal Bank of Canada, Montreal. sent us two little booklets which 
would win our approval any time; at a time like this they deserve a special 
prize. 


One bears the title “As One Good Neighbour to Another.” It is small, 
3” x 5”, with four inside pages of simple, direct copy that will certainly 
reassure potential American tourists who may be unduly concerned about 
imaginary difficulties at the border due to war conditions. They say, “Of 
course we are at war, but that is our worry, not yours. . Follows a 


minimum of copy that admirably makes their point. 
The final paragraph reads: 


“This is all by way of letting you know that your trip to Canada this 
year may be accomplished with no more fuss, bother or red tape than in 
normal peace times. As one North American to another, we extend to you 
& sincere invitation to pay us a visit this year. We promise you the warm 
hospitality of a good neighbour—a holiday long to be remembered.” 


The other booklet, slightly larger, bears the title “Handy Maps of 
London and Paris.” Copy gives the value and denominations of English 
and French currency. J. C. Nelson, Manager of the Advertising Depart- 
ment, says of the latter booklet, “ . It was designed primarily for the 
use of soldiers going overseas, although it will be very valuable for general 
distribution to potential European travellers after the war is over.” 


Italics are ours, for the benefit of a lot of Americans we know whose 
excuse for not doing anything nowadays is a bad case of war jitters and 
despair. 


Sa eroines tee POLAT 


Ruth Campbell, 122 E. 57th St., New York City, sends your reporter 
the following bad example of inquiry answering. She writes: “I went to 
the flower show to buy some fencing—but they couldn't give me price— 
three different exhibitors. I left name and definite specifications for them 
to figure. No one has answered until this—two weeks later!” 


Please accept my thanks for the interest you expressed in Anchor Fences during 
your visit to the Flower Show a few days ago. 


There seems to be a distinct relationship between flowers and fences in that the 
former require protection and the latter provides it. Dogs just love to dig in soft earth 
and human beings are sometimes careless with their hands and feet. Therefore, your 
flowers, lawn and shrubbery should have the protection which an anchor Fence can give. 


As you saw at the flower show, your Anchor Fence can be chain link wire. orna- 
mental iron picket or rustic wood, and that our own experienced erecting crews will install 


your fence with minimum disturbance to your property. I hope that you will soon be 


the owner of an Anchor Fence, and I again thank you for your interest. 


A multigraphed letter, with name and address filled in, signed by the 
president of the company. It makes us a little sad to pan this letter; there 
are parts of it we really like. The president of the company is probably a 
swell fellow who doesn’t know that such letters are going out over his signa- 
ture to customers who want prices. Maybe he'll see this and check up. 
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REPORT ON RAPID-FIRE CAMPAIGN 


Your reporter is indebted to Dave Beard, Direct Mail Division of 
McGraw-Hill Publishing Company, New York, for this interesting 


story of a tie-up, rapid-fire campaign. 


Early in the Fall of 1939, executives of Norge Division, Borg-Warner 
Corporation, Detroit, Michigan, decided to leave no stone unturned in mak- 
ing appliance dealers throughout America conscious of the new Norge re- 
frigerators and the Norge sales, finance, and promotion program for 1940. 


The management decided to supplement the advance “teaser” adver- 
tisements appearing in the November and December issues of ELECTRICAL 
MERCHANDISING and other trade publications with a hard-hitting direct 
mail campaign to appliance dealers. The campaign was designed to create 
and accelerate dealer interest in advance of the Norge 1940 product previews 
to be held throughout the country. 


The list selected contained only verified names, and selections were made 
to include only those dealers handling major appliances. Waste coverage 
was reduced to a minimum by using the lists supplied by McGraw-Hill 
Direct Mail Division. (Adv.) 


33,000 major appliance dealers were selected as the basic list. Non- 
duplicating dealer names, furnished by Norge distributors, were added, 
resulting in a total list averaging 42,000 dealer names covering all types of 
appliance outlets (primary appliance, department store, hardware, furniture, 
etc.) throughout the United States. 


First five mailings consisted of 4” x 9” cards .. . each with a statement 
from a member of the Norge organization as a build-up to the announcement 
(to come) of the advantages to the dealer of handling the new line. State- 
ments were from: (1) General Merchandise Manager, (2) Vice President in 
Charge of Engineering, (3) Treasurer, (4) Secretary, (5) Purchaser. 


Mailing +6 was a “censored letter” (reproduced here) from the Detroit- 
Leland Hotel, from a jobber’s salesman, telling that he had just seen the 
pre-view—sent out first class. 


Mailing #7 and 8 were cards again signed by the (7) Factory Manager 
and (8) Vice President in Charge of Sales. The latter was the first in the 
series to carry a business reply card. 


Mailing #9 was a first class letter from the Norge President carrying 
a reply card asking where and when the dealer pre-view would be held. 
Mailing #10 was a large broadside telling the story of the new line and 
#11, another broadside featuring the national advertising to appear shortly. 
Both carried reply cards asking about local dealer showings. 


A total of 462,613 pieces were mailed in eleven “shots” between No- 
vember 7 and December 28. The postage, including two first class pieces 
and the two bulk mailings on the broadsides, totaled $6,381.55. 


Widespread dealer interest was evidence early in the course of the cam- 
paign. Norge distributors were enthusiastic. In several instances they 
requested permission to adopt a similar plan locally, in employing pictures 
and names of their own executives and salesmen. The return totaled 2.803. 


Norge executives pronounced the Direct Mail campaign a successful 
and profitable promotion. Wonderful what you can do in a short space of 
time with the most flexible advertising medium. 
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MILLINERS KNOW 


LUCILE H. sHOooP, Adv. Dept. Copy Chief 
of The Christian Science Monitor, Boston, 
sends us the first piece of a new series 
designed to tie-in with their trade paper 
advertising. 


It’s a dandy. An attractive lady twin- 
kles from beneath the brim of a 1940 
chapeau on the front of a double folder. 
Only that, and the caption, “Milliners 
Know.” Inside, we see that 422 millinery 
stores advertise in the Monitor, along with 
21,961 other retailers. The trade paper ad 
uses the same illustrations and theme. 


Nice tie-in, Mrs. Shoop, and an excellent 
promotion piece. 


INTO YOUR LAP 


CONGRATULATIONS TO Fawcett Publications, 
Inc., for a novel mailing piece which tells 
its story quickly and forcefully. When taken 
out of the envelope this mailing piece 
seems to be an ordinary 9” x 12” portfolio 
(printed on stiff cover). The title in white 
and red letters on grey background reads 
Open the folder 
and a trick third dimensional die-cut strip 


“Right in your lap... 


springs up and flips into your lap a long 
accordion strip measuring 160”. The pur- 
pose is to tell the story of the 39 new 
national advertisers who signed up with 
the Fawcett Women’s Group in the last 60 
days. The accordion folder lists the 39, 
each on a separate fold and in a star. 
Plenty of action in that piece. 
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RIDING A FUNNY HOBBY 


SEVERAL TIMES DURING the past year we 
have seen samples of a printed form letter 
mailed by a B. H. Matthies of Seymour, 
Connecticut, to people who sent him Direct 


Mail. 


We reproduce letter received during 


Dear Sir 

Your advertising, which | do not want and never 
will want, is received 

Kindly take my name off your mailing list and 
keep it off. Do not give it to anyone else ~~ 

Trusting that you can show courtesy enough to 
heed my request. | am 

) ours truly 
#8. H. MATTHIES 


a 





April by one of the “students” in the 
Mail Course. It 


Matthies has a grudge against Direct Mail, 


Direct seems that Mr. 
in spite of the fact that a check-up reveals 
that he is Treasurer of The Seymour Prod- 
ucts Company. 500 Franklin Street, Sey- 


mour, Conn. The company must do some 


sort of Direct Mail because they manufac- 


ture metal stampings and accessories, office 


luggage hardware, etc., and 
listed as... “trade 
helps and catalogs.” It 


their advertising is 
papers, dealer 
would be interesting to find out why Mr. 
Matthies is not interested in receiving 
through the mail information that might 


prove valuable to him. 


His hobby would prove very expensive, if 
all the readers of THE REPORTER should 
decide to put him on their mailing list. 
Your reporter would not think of suggest- 
ing such a thing . .. but use your own 


judgment. 


“A WHALE OF A STATE” 


TO PUBLICIZE the importance of the State 
of Texas, the Department of Public Rela- 
tions of the St. Louis Southwestern Rail- 
way Lines, St. Louis, Missouri, have issued 
a unique triple folder printed on Index 
Bristol with the title given in our caption. 
A short amount of copy tells about the 
magnitude of the State. Inside is a map 
of the United States with a shaded area 
showing the coverage or trading area of 
the St. Louis Southwestern Railway Lines. 
A cut-out (state outline) piece is stapled 
or hinged over the State of Texas. 
the cut-out away and there is a pictorial 
story of the important markets and _ prod- 
ucts produced. 


Swing 


A clever way to visualize 
the magnitude of the Lone Star State. 
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A LETTER TO A CUSTOMER 


The 


original order had been cancelled because of a misunderstanding which arose 


The following letter was written by a printer to a new customer. 
between the salesman and the customer. The President of the printing con- 
cern called on the client and adjusted the differences. He wrote the letter 
when he got back to the office. | 


“This is an attempt to express our appreciation of your action in taking 
the fine stand you did in deciding to go ahead with us on your catalogue. 
I personally shall see to it that so far as is humanly possible, there shall be 
no regret on your part. 


Isn't it true that most all of the troubles we have in business—and all 
My theory 


is that when right thinking men get together and are frank, that nearly 


human relations for that matter—are due to misunderstanding ? 


always everything can be ironed out amicably and equitably for all concerned. 


I feel that this incident is going to make us better friends and I look 
forward to many years of friendship and benefit from your acquaintance. 
This printing business of ours has many pit-falls—many dangers, many haz- 
ardous details to surmount. We need the generous attitude of open minded 
men to help us carry on successfully. Our little company has been quite 
fortunate in making good business friends who have been with us thru a 
long stretch of years, and if we ever stub our toe, you have only to lay the 
cards on the table to find us ready to correct every error with a smile and 


as quickly as is humanly possible.” 


Reporter's Note: That letter was written back in 1930. 
us by a recent visitor to The Direct Mail Center who has been carrying it 


It was given to 
around in his pocket for many years. Sorry that it does not seem proper 
to give the names of the printer or his client. But this letter should go in 
the records as an outstanding example of a good business letter (even though 


Bob Orr might say that there are a few useless words in it). 


ADVERTISING DEFINITIONS 


Reporter Dick Messner tells us that some of the movie houses in New 
Jersey are giving coupons with admittance tickets . . . the coupons entitling 
bearer to buy individual books of the Standard American Encyclopedia for 
25c per book. Dick bought the first section starting with “A”. The Standard 
American Encyclopedia is published by the Consolidated Book Publishers, 


tuc., Chicago, and is manufactured by the Cuneo Press. 
Under the heading “Advertising” . . . this definition appeared: 


In the United States newspapers, magazines, radio, and billboards are the out- 
standing mediums, although circulars, form letters, street signs, and street car cards are 
widely used. Of the total amount of nearly $1,000,000,000 spent annually for advertising 
about 45% goes to newspapers; 35% to magazines; 10% to radio, and 10% to outdoor 
or billboard advertising. 


That’s a fine definition of advertising. No further mention is made of 
direct advertising or any of its forms. No mention is made of business 
papers, business films or mail order advertising. Dick thinks that this is 
“a clear case of slinging statistics around in a most careless fashion, with 
an utter disregard for the truth.” 


Your reporter agrees. Encyclopedias 


should not be produced as a reference for mis-information. 
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A REPORT ABOUT BLOTTERS 


N. S. Horton, advertising manager of Ayerst, McKenna & Harrison 
(United States) Limited, Biological and Pharmaceutical Chemists, Mon- 
treal, Canada, sent us an interesting series of calendar blotters (unusual in 
size—514” x 8”). Each month’s blotter is illustrated with an attention- 
getting photo. Here’s the story behind the blotters, right from Mr. Horton, 
who gives some excellent pointers. 


Back in 1938 we concluded that some form of institutional advertising was re- 
quired. Ours is a comparative new-comer in the ethical pharmaceutical field and some 
systematic scheme of keeping the names of our products and the firm name before the 
physician was definitely indicated. When I got into this pharmaceutical work, after 
many years in the advertising agency field, 1 soon realized that advertising to the 
physician necessitated the scrapping of many principles that formerly were almost 
axiomatic. Therefore we eventually evolved the calendar blotter idea, basing the design 
on several factors: 


(a) The advertising must be kept at the absolute minimum .. . for doctors are 
deluged with blotters and a “straight” advertising proposition would have tremendous 
competition. 


(b) The illustration must have an appeal in itself and must not be chosen for its 
dramatic effect, but rather for its appeal to what I somewhat hesitatingly term the 
aesthetic. 


(c) It must have a genuinely practical value other than its mere use as blotting 
paper, and therefore, the monthly calendar was incorporated. (At a later date the 
month following was added to the current month’s calendar.) 


(d) The matter of size was another problem. Blotters are pretty well of two stand- 
ard sizes, but inasmuch as our stock envelope used for most mailing is 542” x 814”, the 
blotter size of 544” x 8” was finally chosen. Naturally this larger size was not based 
solely on the theoretical desirability of providing the physician with a larger blotter, 
but it is accounted for by the fact that it seems to be a minimum space into which 
the calendar and illustration can be condensed without loss in general effect. 


We have found that the effect of this series is cumulative. At one stage we made 
a test by advising our representatives that the blotters were to be discontinued and we 
were deluged with criticisms, complaints and pleas, which all boiled down to the very 
apparent fact that in spite of some criticism offered by representatives, they were just 
about one hundred per cent sold on the value of the campaign. That, in my opinion, 
is something a little on the unusual side. 


A certain evolution has taken place in the general design and also in the wording. 
We intend to change the design from time to time. Insofar as the mailing of this 
material is concerned, no blotter is ever sent out alone, but is always mailed with a 
piece of medical literature. 


One further point is interesting—namely, that all the photographs used come from 
our own morgue. A number of years ago, I came to the conclusion that photography 
was going to occupy an increasingly important position in advertising and at that time 
laid plans for building a photographic morgue. Photography having always been a 
hobby with me anyway, the job presented no great difficulties, but the little extra 
effort | put into the work has repaid me many times over. With several thousand nega- 
tives on file covering every conceivable subject, it provides a store house of illustrative 
material. It is so simple to carry a Leica everywhere one goes that I am sometimes 
surprised that more advertising departments do not try to build up their own morgue. 
The cost is low by comparison with the benefits received. 


We have developed a quick and handy filing and reference system. We have prints 
of each one of the negatives on file and these are pasted on sheets of cover stock and 
filed under a variety of cross-indexed subject headings. If you make comment on this 
morgue idea in the Reporter, you may mention that I shall be glad to give a description 
of the system to any readers who might be interested. 


That’s a generous offer, Mr. Horton, and one that may cause you to 
hear from many Direct Mail and photographic addicts throughout the world. 
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See Report about Blotters in next column 
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SO-YOU’LL-W ANT-TO-COME- 
AGAIN DINNER 





THATS THE HEADING on an unusually good 
four page mimeographed menu sent to 
your reporter by S. F. Racine, Seattle, 
Washington. The menu is meant to be 
mailed. The front of the folded sheet bears 
a sketch of Shef’s Farm House and a road 
map locating it. Rest of the page is lined 
for a letter. Folded again, the back has 
lines for an address and a postage stamp 
square says “Shef will mail.” Judging 
from the menu inside, anyone dining at 
Shef’s will want to mail at least one. Here 
are a few choice morsels: 


“Chicken livers with Never-a-Day Old 
Eggs. (For epicures only. This superb 
dish is too fine for a person who does not 
enjoy good food.) 


“Coffee (usually perfect). (Our chef 
muffed it once—we have a new chef now.) 


“Toasted Marshmallows for those who 
like to sit around the table-top campfire 
and tell ‘whoppers.” or perhaps whisper 
sweet nothings. Lights low if you wish. 


“Wines, Liquors and Cordials. (We have 
none.) ” 


Seems there is a good publicity idea 
there for other hotels and eating places. 
Serve good food. Present it so enticingly 
in menu form that satisfied gourmets will 
want to mail it to their friends. 


WELCOME TO THE 
MERCK REVIEW 


WE WERE GLAD to receive Volume 1, Num- 
ber 1 of a new house magazine which is to 
be published monthly by and for the em- 
ployees of Merck & Co. Inc., Rahway, 
N. J. If the first issue is any indication, 
The Merck Review is destined to go places, 
and will soon be winning as many honors 
as its big sister publication, The Merck 
Report. 
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CLEVER BELLYACHING 


FROM THE Country Gentleman comes a 
very big and very green booklet die-cut in 
the shape of an apple. Title—“A BIG 
BELLYACHE AND ITS SIX SIMPLE 
SYMPTOMS.” The ache and its symptoms 
are described in clever verse and cartoons 
on the left hand pages. Sample: 

“There’s an ache in our equator 

That is just a little greater 

Than those apple pains of oh! so long 


ago. 
Sample simple symptom (try saying that 
fast): 
“We've a sudden, shooting pain — 
When we hear that old refrain: 
‘IT COSTS TOO MUCH TO SELL 
THE RURAL MARKETS.’ ” 


Right hand pages do such a swell job of 
explaining away the symptoms caused by 
advertisers’ arguments, we wouldn't be 
surprised to learn that the Country Gent 
was recovering from his malady. 


FACTS OF LIFE ABOUT 
DIRECT MAIL 


AT THE BOTTOM OF THIS PAGE you see the 
new “permanent” exhibit in The Direct 
Mail Center. Your reporter donates this 
idea to the graphic arts industry. There 
should be such an exhibit in every large 
city. Perhaps some printers or paper mer- 
chants in other cities will be interested in 
duplicating. We'll be glad to help by 
carefully explaining each section . . . and 
will furnish photostats of charts, etc., at 
cost. Briefly:—Section 1 explains what 
Direct Mail is and gives examples of the 
Six Fundamental uses; Section 2 shows 
Result cases; Section 3—all processes; 
Section 4—the glamorous or rich uses 
(plus House Magazine Library); Section 
5—examples of each of the 25 forms; Sec- 
tion 6—examples of Die-cuts and samples 


Wot Realism. 
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MORE THOUGHTS ON COLOR 


It is good to see the trend toward more sensible and practical discus- 
sions of color in advertising. There have been many hit-and-miss discussions 
in the past. Color is definitely coming into Direct Mail in a big way. The 
She: win-Williams Book (discussed in our last issue) is a forerunner of big 
things to come. Photo engravers and color experts must do much experi- 
menting in the years to come to make color entirely practical for the run-of- 
mine users of the mail. 


It's interesting to note that Childs have started using full color shots 
of their feature dish on all dinner menus. Pictures measure 8” x 6”. Childs 
managers have told your reporter that the featured dish outsells every other 
item on the menu. 


If you want to see a rather surprising current example in the field of 
color, see the booklet issued by Woolworth, entitled “60 Years Of Wool- 
worth . . . The Story of Everybody’s Store.” A 48 page cover booklet 
7” x 10” being distributed in Woolworth Stores. All pages in at least two 
colors and many pages carry full color reproductions. 


The ink manufacturers are gradually improving their technique in 
teaching people the correct use of color. Best recent helpful color chart is a 
trip.e Wire-O bound folder issued by The Fuchs & Lang Mfg. Company, 100 
Sixth Avenue, New York City. Opened up full size it can be used as a wall 
chart. Contains six sets of graduated color labels . . . each set protected with 
a cellophane cover. Each color specimen has six little perforated tabs which 
can be torn off and placed cn another sample when seeking a complimentary 
or satisfying color arrangement. It is a chart worth having. 


If you are interested in a good discussion concerning color, get a copy 
of the 48 page booklet entitled “Color Comes Of Age.” It is a printed re- 
port on the First Printing and Advertising Clinic sponsored by the General 
Printing Ink Corporation, 100 Sixth Avenue, New York City, during March 


HERE ARE THE LEADERS 
Pituest Proce 
RESULTS 


de Gls ection Yas then thes 


Fifty Best Direct Advertising Campaigns of 1939 
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1940 and contains the speeches by Faber Birren, Julian Garnsey, Frederic 
Rahr . . . and all the questions and answers. It shows that color is really 
coming of age when so many people can sit around and discuss it so 
seriously. 


We'll close this item by quoting an interesting story told by Bernice 
Bowser (that expert who specializes in telling people how to deal with 
women). She talked at the Hotel Sales Managers Convention in Pittsburgh 
early in April, and here are a few of her remarks about the psychological 
advantages of color for hotel men. 


I went to a hotel in Paris with a friend of mine, intending to remain three days. 
We stayed three weeks. We have sent hundreds of people there. Word of mouth adver- 
tising of this character is the finest in the world, and costs the least. 


My friend who was with me is a tall, dignified, brunet, aggressive, strong in char- 
acter as well as color. When she registered I thought I heard the clerk say to her, 
“We will give you room 41 because it has been decorated for your type and we think 
you will be happy there.” My French is not too good and I thought I'd misunderstood 
what he said, until he said to me, after I registered, “Madame, you will be delightful 
in our 42, blue and gold is your correct background.” 


My tall, dark friend was given a room in gray and crimson with polished black 
furniture. She looked like a million dollars in it, as if it had been planned for her. 
Her bath was in silver and crimson with a black tub. 


My room was in dull gold with a soft blue. It was a very comfortable bedroom but 
in appearance it was a sitting room, with velour bedcover, velour pillow covers. I felt 
like a jewel in a precious box. 


Can you imagine a higher form of flattery? 


As I said before, we remained there three weeks, and if you know Paris well, you 
know one does not return for petit dejeuner at noon time, there are so many interesting 
small restaurants to visit. But in the three weeks my friend and I always returned for 
luncheon. And guess why? Not just because of the food but because of the color in 
the meals. I’ve never seen meals planned with such color discrimination, such color 
success! Even we Americans know that a plate of cauliflower, mashed potato, and 
white fish causes a drop in appetite! But we haven't even begun to use color in food 
preparation, as the French do. 


As you remember this story, think of this: You might very easily take a sheet from 
the clever ex-Russian princess who designed that hotel and ordered the meals. 


Reporter’s Final Note: All ot which indicates that if you want to get 
on the band wagon with color there is much study ahead in store for 


you... or youll have to hire color experts. 


Rn Tt 








MAKE A NOTE OF THIS 


“MARKETING IN OUR AMERICAN DEMOCRACY, 
edited by Howard T. Hovde, Ph.D., and 
published by The American Academy of 
Political and Social Science, 3457 Walnut 
Street, Philadelphia, Pa. Designed as a 
contribution to the subject of distribution, 
the contents offer real meat for the student 
of marketing. Divided into the following 
classifications: Marketing Motivations, Mar- 
keting Machinery in Motion, Marketing 
Costs and Spreads, Social and Political 
Aspects of Marketing, The Future of Mar- 
keting. Price $2.00, paper; $2.50, clotb. 


OUCH! 


MAN BITES DOG! Mistakes in The Reporter 
are News. 


It must be perverse satisfaction on a 
rainy morning and it certainly is quibbling. 
However, on page 22 of the _ current 
(March) issue under letter #3, I find 
1800 letters, 28 orders=2.7%. My arith- 
metic shows 1.6%. 


Or perhaps lads that can produce 79.8% 
should be above criticism! 


Sincerely, 


Gipson McCase 
Circulation Manager 
YOUNG AMERICA 
New York 


Reporter's Note: Well have to “rib” 
the New Zealander for mathematical gym- 
nastics. 


But that doesn’t forgive us for not check- 
ing the figures. 


Thanks for catching. 


ce & G 


EXAMPLES OF REALISM 
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INTERESTING QUESTION 


AS MENTIONED ELSEWHERE, The Reporter 
Staff has recently been engaged in build- 
ing a new exhibit in The Direct Mail 
Center. The exhibit showing ail of the 
various forms of Direct Mail was the hard- 
est to complete because we couldn't find 
good recent examples of some of the forms. 
The worrisome job developed an interest- 
ing question which we put to a number 
of visitors about like this:—“What one 
important form of Direct Mail has shown 
the greatest decline in use?” 


None of the expert visitors so questioned 
ye 
gave the right answer. The answer is... 


broadsides. Broadsides were once very 
popular but do not seem to be so 
today. From our observation, the next 


form which has shown the greatest decline 
is the four page illustrated letter. The 
form showing the greatest spurt at the 
present time is the die-cut or trick folder. 


A LETTER THAT REALLY 
SPARKLES 


REPORTER B. A. BRUNS, Circulation Manager 
of The Billboard, sent us a gem of a letter 
designed to bring back an old customer. 
The letter was from the Yale & Towne 
Manufacturing 


Company, Philadelphia, 


and started: 
*“LOST—Something very valuable to us.” 


Below this sentence was pasted a square 
of black cardboard with an imitation dia- 
mond set in the middle. 


The rest of the letter was good, too. 
Went on to say that no diamond could be 
of more worth than the customer’s patron- 
age and good will, told of new develop- 
ments in the company since the customer’s 
last purchase, and enclosed a postage-pre- 
paid card to get inquiries for new material. 





OBSERVATION ON FLOPS 


Your reporter has been having some interesting correspondence with 
Robert Wentworth Floyd, 95 Liberty Street, New York City. Mr. Floyd 
thinks we ought to run a Flop Salvaging Laboratory. We told Mr. Floyd 
that every time we criticize a “horrible example” case, we are condemned 
for our criticism . . . even though we usually find out that the criticized 
letter really was a flop. People hate to have their flops publicized. 


Dick Messner and some of the instructors at The Direct Mail School 
have suggested that we start a Free Clinic here at The Direct Mail Center 
which will meet once or twice a month to consider flop cases. Rules would be: 


There would be five or six experts every evening to give impartial opin- 
ions; all proceedings would be “off the record”; visitors wanting advice 
would be required to submit complete case histories of the flop case in 
writing and be willing to take the criticism given in good spirit. If enough 
readers of The Reporter around the New York area are interested in such 
a Clinic . .. your reporter will*be glad to start it. 


Getting back to Mr. Floyd, who really started this argument . . . here 
are a few of his recent observations. 


Most Direct Mail failures are for the reason that every man who can dictate a busi- 
ness letter imagines himself qualified to write an action-inducing piece of direct mail. 
And it just ain't so. 


Letters, or any material sent objectively through the Mail, have a closer tolerance 
between success and failure than copy written for a “double-page-spread” in the Saturday 
Evening Post. 


I contend that direct mail technique is far and away the greater art. There are so 
many different factors involved. I’ve seen one transposed paragraph change a flop to a 
producing communication; and an 80,000 mailing flop become an excellent producer by 
re-folding the identical material. 


Those who are cognizant of the rules and who are devoting required time and 
thought to every mailing, are many. They can thank their stars perhaps that most 
efforts along that line constitute no competition. 


And yet—Direct Mail, per se, is not advanced to that degree of acceptance and 
respect to which it is entitled, where so many goops can say “Oh yes, we tried it, but 
it’s of no real value at all.” 


Oddly enough, in my observation the worst communications emanate from big out- 
fits, and the best from comparatively small ones. I don’t mean to except some folks 
in the mail order field either—for after having attained a certain size and momentum 
they frequently dispense with those who were responsible for early success. 


Those observations are thought-provoking . . . and worth some thought. 








Send a Sample With Your Quotation! 


HELP YOURSELF TO INCREASED SALES .. . . . Clip and Mail this Coupon Today! 





ss “CURTIS 1000 INC. — 


HARTFORD, CONN. ST. PAUL, MINN. CLEVELAND, O. 
Gentlemen: Send us samples of MONO-POST Envelopes 


and tell us more about increasing sales through use of 
Two-Compartment Envelopes. 


Name. 


Address... 
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FOR YOUR NEXT CATALOG-BOOKLET OR MENU — 








@ MANY WELL-KNOWN ADVERTISERS 
HAVE DISCOVERED SUPERTUFF 


Supertuff is a new and unusual coated cover. It them all the contrast, sparkle and detail that 
is the toughest we know of. Made of a super can be obtained on a high quality enamel book. 
strength base stock which folds perfectly, it is It also works well with high-gloss inks and takes 
an ideal cover for all types of illustration and varnish beautifully. 

binding. 


STOCKED IN WHITE 


20 x 26—100 (10 Point) 23 x 35—155 (10 Point) 
20 x 26—158 (16 Point) 23 x 35—245 (16 Point) 


Because of its great strength, whether Spiral, 
Plastic, Wire-O, Cercla, or any other of the 
newer bindings is used, it will not tear out or 


break loose. It has the strength, snap and rigid- Isn't this the kind of cover youd like to see? 
ity necessary to give the utmost protection to Drop us a line now on your business letterhead 
booklets, catalogs and menus. and well send you a packet of interesting 


: inted and plai les. 
Double coated on both sides with a bright white, printed and plain samples 


smooth, even-textured, satin-finish coating, it wi. THE APPLETON COATED PAPER CO. 


take halftones as fine as 150-line screen and give 4040 Wisconsin Avenue Appleton, Wisconsin 
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QUALITY STREET 


THATS THE NAME of a 9%” x 1230”, 16 
page publication sold semi-annually by 
Maurice Rentner to retailers handling the 
Rentner line of Quality Street fashions. 
We don’t know the ladies clothes carrying 
that brand name, but the semi-annual is 
certainly a Quality sales stimulant and 
prestige builder. Cover is a colored photo 
reproduction on heavy coated stock. Typog- 
raphy, layout, illustrations and copy are 
consistently excellent throughout. Makes 
a good addition to our growing file of good 
house magazines. 


7 . 


PHOTO OFFSET 


YOUR REPORTER will not attempt to get 
into an argument on the relative merits of 
letter press or photo offset printing 

but the best explanation we've seen of 
photo offset is contained in a twelve page 
6” x 9” hooklet issued by Gray Photo 
Offset, 216 East 45th Street, New York, 
N. Y. It is a concise, simple explanation 
of this reproduction process. It tells how 
it got its name, how it works, how to pre- 
pare copy, and gives timely tips on how 
to get best results and how to save money. 


Where Else lan You Buy 
LETTE 4 ri EA 0 5 like this 
lowest {24 Thousand ! 





Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 
Dept. 24 


4311 Diversey Ave. Chicago, Ill. 
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FASHIONS FOR FISHERMEN 


Here is an interesting letter mailed on March 11]th by Edward vom 


Hofe & Co., 92 Fulton Street, New York. 


There is no Emily Post to tell us He-men what to wear when we get rigged out for 
a day’s fishing. 


It’s a good thing too, because we'd probably be donning spats every time we tied 
a Parmachenee Belle or Queen of Waters to a leader—. We'd be tipping our hats 
every time a female of the finny tribe rose to our lure—. And, just as we'd be landing 
our prize catch, our chests expanding in the first swells of pride—pop would go the 
buttons on our dainty linen shirts—pop would go we—and pop would go our fish back 
into the water, thumbing his nose to us in the delight of his new found freedom. 


Perish the thought of a public appearance in trousers minus a knife-edge crease. 
By the same token, perish the thought of what the tailor’s pressing iron would do to 
your waders, or any of your rubberized fishing garments. 


As kindred spirits then, we are agreed—formality in fishing togs is taboo. What 
we fellows want in fishing clothes is comfort, practicality, and durability—and, at a 
price not calculated to put a permanent dent in our fishing budgets. With this in mind 
we appointed ourselves a committee of one to make a thoro study of the situation, 
and to do something definite about it. You'll find the results on the pages of the folder 
enclosed. 


Each of the garments listed is custom made to our specifications. We have been 
so pleased with the fine workmanship and materials used that we have given them 
the EvH custom made brand mark. In other words, each garment carries with it the 
vom Hofe guarantees of absolutely perfect workmanship and materials. 


Confucius says “Shop in haste and repent in leisure.” We therefore urge con- 
centrating on the matter of your fishing clothes now—while you have all the important 
facts before you, and the season itself is still a safe distance away. Whatever your 
individual needs may be, we have the proper garment for you. If you are built along 
the other side of regular specifications, there’s no need to feel flustered. Just give us 
your correct measurements. 


An order blank and return envelope are enclosed for your convenience. Remember, 
formality is taboo. So, if you’re not yet ready to place your order, but would like to ask 
some questions, then just use the blank for your questions. We'd love it. 


Cordially yours, 
Epwarp vom Hore & Company, INc. 


Reporter's Note: An interesting, convincing He-man(?) letter. The 
joker in it so far as your reporter is concerned is . that the letter was 
written by Sophie Simon . . . another one of those up-and-coming members 
of the fair sex who are getting the spotlight in the Direct Mail picture. She 
stuttered slightly on the last line. 


Another recent vom Hofe mailing went to fishermen in a cardboard 
box measuring 544” x 34%" x 1”. Box contained an order blank, return 
envelope, and a four-page folder printed on Index Bristol. Attached to the 
cover was an actual sample of one of the 59 varieties of Deluxe Floating 
Dry Flies. Under the sample this title—“I am the Good Will Ambassador 
of a really superb family.” Here is part of the copy inside . 
a listing of the members of the family. 


. . preceding 


| float down the stream with the greatest of ease, because I am expertly tied to 
appeal to the taste of the most discriminating fish. 


No ordinary fellow am I—. Just look me over, and notice my fine, shim body—my 
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/,ising Swtralace 





ONE OF THE RISING PAPERS FOR MODERN BUSINESS USE 


€ For added effectiveness in your printed advertising, use 


Rising I|ntralace. 


Its interesting formation and beautiful colors will har- 
monize with your most ambitious designs and supple- 


ment the power of your printed word. 


Rising Intralace costs little and is well suited for printing 


by letterpress or offset lithography. 


Ask your Rising distributor for samples of Intralace, 
or write to the Rising Paper Company, Housatonic, 


Massachusetts. 
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GET PAYMENT 
WITH ORDERS! 
USE ORDER - VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, money 
orders, currency and coins in perfect 


safety. 


me. 4 
gnvts rh Fy 


U 


INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 





BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 








ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices today! 
THE SAWDON COMPANY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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stiff hackles—and the unusual construction of my double divided, matched wings. All 
the members of my family are tied this way, so that you can know us at once by our 
Perfect Balance as the current carries us along. We are dressed on extra fine wire, 
turned down eye, Model Perfect Hooks size 10, 12 and 14. 


There are 59 of us—all designed to look and behave as near the “real thing” as 
human hands can possibly make us. Our creators are so confident of the satisfaction 
we can give, that they guarantee it. In other words—either we give complete satisfaction, 
or you send us back. 


Some of these days your reporter should devote an entire issue to the 
work being done by women in Direct Mail. It’s not a bad idea. . . so don't 
be surprised if we do it. There would be plenty of material. Edith Lashman, 
New Orleans; Lucille Shoop, Boston; Helen Halvorsen, Chicago; Bernice 
Bowser, Sophie Simon, Rosamond Lee, Reba Martin, New York City; Nancy 
Burke, Atlantic City; Geline Bowman, Richmond; Virginia Young, Denver; 
Marguerite Aspinwald, Philadelphia; Adelaide Berry, Springfield; Beatryce 
Foote, Oklahoma City; Elmire Goldthwaite, San Francisco: May Vander- 
Pyle. Detroit. That would make a good starting line-up ... and there are 
plenty of others (who must not be annoyed by being left-out of this hurried 


on 


preliminary listing). 


A QUESTIONNAIRE ABOUT 
HOUSE MAGAZINES 


Your reporter finds in his editorial file of the month’s activities a four 
page mimeographed questionnaire containing 22 pertinent questions for those 
who may feel inclined to start a house magazine. On the back page are 


questions concerning specifications and estimating costs. 


We give you the 22 questions concerning policy. Nowhere on the ques- 
tionnaire can we find any reference to the firm or individual who issued it, 
so we cannot give any credit, although credit is due for an intelligent pres- 
entation. All questions to be answered Yes or No. 


“WOULD A COMPANY MAGAZINE SUPPLEMENT AND 
STRENGTHEN YOUR ADVERTISING AND SALES 
PROMOTION PROGRAM?” 


A QUESTIONNAITRE: 


set an appreciable amount of “repeat order” 


1. Does your company normally g 


business ? 
2. Can your company readily “spot” probable sources of future orders? 


3. Is it generally conceded in your company that “it would be beiter if the sales 
department could make more frequent calls on customers and prospects”? 


4. Do your salesmen have “more people to call on than they can possibly cover”? 


5. Does your company’s line include a number of different major products? (Note 
that a distinction is made here in limiting the question to “different major products” 
rather than similar major products. A steel company might offer a number of special 
alloys which would be similar major products, whereas sheets, plates, and beams would 
be different major products.) 


6. Are your products sold in so many different industries that you can’t secure a 
budget big enough to purchase complete advertising coverage in regular trade publi- 
cations? 


7. Do you have a number of “fringe” markets where you would like to get cov- 
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erage of the principal buyers without the expense of buying complete advertising 
coverage ¢ 


8. Does your line include more products (deserving of advertising support) than 
you can afford to advertise (adequately) in existing publications? 


9. Can you afford to publish a company magazine without making sacrifices, or at 
least economizing, on other profitable forms of advertising ? 


10. Would it be possible to find a capable man (in your own company or in your 
agency) with enough time to handle the job of getting out a company magazine? 


11. Would it be physically possible to secure (at reasonable cost) enough interest- 
ing material to keep a company magazine going? 


12. Is your company’s line of products such that educational* work would tend to 
stimulate an increase in sales volume? 
* Such as articles on “How to Install,” “How to Apply,” “How to Service,” ete. 


13. Do you frequently feel that regular trade papers fail to give as much editorial 
consideration to your type of products as they really deserve? 


14. Do your products (or their application) have enough intrinsic interest to have 
a reasonable chance of holding the attention of your customers and prospects for at 
least a few minutes? 


15. Do you have, or can you secure, a good mailing list—and can you keep it 
reasonably up-to-date without excessive expense? 


16. Do you frequently feel that your “customer relations” would be improved if 
you could make customers feel that they were personally acquainted with your organi- 
zation and its members? 


17. Do you have an appreciable percentage of “customers’ complaints” that could 
probably be eliminated by publishing explanatory material in a company magazine? 


18. Do you ever feel the need for some medium for tying all of your company’s 
activities together ? 


19. Do you ever feel that your company’s salesmen (dealers, representatives, or 
jobbers) need to be better informed about your products, their uses, etc. ? 


20. Is yours a company that sells through exclusive dealers, or representatives, 
such as might benefit considerably by having their names or advertisements appear in 
copies of a company magazine going to their list of customers and prospects? 


21. Do you frequently have situations where you feel the need for making “public” 
certain information or advice of a nature that is inappropriate for publication in 
trade papers? 


22. Is it your company’s policy at the present time to capitalize on the good-will 
you already enjoy, by trying to introduce new products or additional lines? 








GENEALOGICAL TREE OF 
PRINTING 


REPORTER AL GIBNEY of the Strathmore 
Paper Company, West Springfield, Massa- 
chusetts, sent us a “Genealogical Tree of 
the History of Printing” that deserves and 
will get a prominent place in The Direct 
Mail Center. It is a highly decorative and 
interesting piece, 26” x 40”, designed by 
George Domke of the School of the Art 
Institute of Chicago and printed by John 
Dickens Schneider. With Latin Manu- 
scripts and Roman Inscriptions as the 
roots, the tree branches out to include the 
names of the important men who have 
made printing the artistic and influential 
power it is today. The design and art 
work, plus the actual printing, took about 
nine months to complete, with a_ result 
that will gladden the heart of any man 
who loves and appreciates the art of fine 


printing .. . and its history. 


SPEAKING OF CONTINUITY 


REPORTER JACK CARR, from his farm in 
Florida, nominates a candidate for the all- 
time continuity record. Jack claims that 
the A. George Schulz Company of Mil- 
waukee, makers of boxes and cartons, have 
mailed a letter every month for eighteen 
years to their customer and prospect list 
. hever missing a single month. Jack 
says that we'll have to guess the kind of 
letters they use and who writes them... 
but he thinks that this constitutes some 
sort of a record (eliminating the mail order 
houses who must have regular mailing 
schedules). It might be a good idea to 
get up an Honor List of the firms who 
have mailed something (letters, booklets, 
circulars, house magazines, etc.) for the 
longest period of time. Some of the house 
magazine people have been at it longer 
than 18 years. But do we have any more 
nomination for the letter record? 
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We invite inquiries from 
mail sellers who wish 
to increase profits by: 


ds Renting lists of known mail 


buyers for their own use. 


2 Renting their own lists to 
other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 














Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


® Makes a single wrap long way. 
double wrap the short way. cross- 
ing twine underneath package. 


W rite 
For Our 
Free Trial 


Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 
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SIMULATED HANDWRITING 
CAN BE GOOD 


We just 


received a series of letters that really get across the “personal” appearance— 


Remember the “horrible example” we printed last month? 


so well that no explanation or apology is necessary. They are printed—but 
you'd swear (well. nearly) they were handwritten—in blue ink on a light 
blue, social correspondence type folder, and mailed in an envelope to match. 
We aren't going to reproduce any of them, but imagine slitting a pale blue 
envelope some morning, to find, in an unmistakably feminine hand: 


121 N. Main St. 

Dayton, Ohio 

Sunday afernoon 
Honey: 


Ill bet you're surprised to get a letter from me with a Dayton Postmark . . . well, 
I don’t blame you. It’s a long tinre since college, but I haven't forgotten and I hope 
you haven't either. 


Anyway, here I am in the Miami Valley .. . it’s a beautiful place . . . swell people 


..Tich farm land ... “Sugar Daddy’s”. . . oh, and it’s the aviation center of the world— 
that’s made us some pumpkins since the war started—there’s more money around than 
ever. 


The money's just achin’ to be spent, too, and (just like old times) most of the 
fellows are spending it where I tell them. 


But the reason I wrote you is because | can do you some good around here—and 
you know that I want to. People listen to me with interest and Ill put ideas of yours 
into their heads if you'll just tell me what and when. 


Love. 
PoLLy 
P.S. Just write me care of Radio Station WING. 


We understand some of the agency boys were actually fooled by the 
first letter. Subsequent letters in same vein. “Polly” is a feature to plug 
individual sponsors with spot announcements. 
spotlight attention on WING. 


Stunt is working well to 


GOOD INSURANCE CAMPAIGN 


The National Fire Group, 95 Pearl Street, Hartford, Connecticut, have 
just released to agents an exceptionally fine portfolio outlining and sampling 
a new Direct Mail campaign. There are four pieces. 


Readers of The Reporter should be interested in learning how The 
National Fire Group explains the use of these folders to the agents. 


“When you have made up your list of prospects consisting of 25, 50 or 100 of 
the most desirable clients in your community (some of these will be already on your 
books), send one of these folders to five prospects, mailing on Monday. On the following 
Monday mail the second folder to those five. Also send Folder No. 1 to five new 
prospects. On the third Monday send Folder No. 3 to the first group, Folder No. 2 
to the second group, and Folder No. 1 to a new group of five. Continue this routine 
until all four folders have been sent to your entire prospect list. 


IMPORTANT! Naturally, if any replies are received, make these calls immediately, 
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taking the names off your list for additional mailings in this series. The return card 
needs no postage, and needs no signature. Al] that the prospect has to do is to drop 
the card in the mail. We selected this kind of die-cut mailing piece, first, because it 
requires only the addressing, and. second, because the prospect need not fill in the 


card and will therefore be more likely to return it. The mailing pieces will come 


to you flat, but scored for folding. Addressing can be done by typewriter or by hand, 
in the position shown on the samples herewith. 


On the Wednesday after the fourth mailing has gone to your first five prospects, 
call on them, whether or not they have returned cards. By that time your advertising 
will have introduced you and your services and, even though no card was returned. 
your prospect will probably be sufficiently interested in your analysis service to at 


least grant you an interview—all that you, as a modern insurance salesman, need to 


cet started 


Reporters Note: Well dance a little buck and wing on the side for this 
campaign because the creator of it used a format which is “protected” 
by one of those so-called Direct Mail patents. The patent number is not 
printed on any of the folders, so we can assume that they were printed 
independently. Here's a good chance for the “patent holder” to bring suit 

but he probably won't, because his claims are so ridiculous that they 
would be laughed out of court. 


Aa,TFeeaeaiitiatt te Fi 


This is to tell you that I saw the notice you took and pleasant comments 
vou made in the columns of the current issue of The Reporter in regard to 
our little booklet for honeymooners at The Greenbrier. It is when our work 
attracts attention in such a magazine as yours and such complimentary re- 
marks as yours are made that people like myself find some reward for their 
copy and printing headaches, balm for their failures and a raison d’etre for 
even being in the writing-printing-distributing business. So. both myself 
and my small! staff want to express our sincere appreciation and_ thanks 


to vou. 


| am sending you samples of our new-—just off the press—promotion 
stationery. We would be flattered again indeed if you would comment upon 
it editorially either for or “agin.” We have endeavored to make it typify and 
summarize The Greenbrier and Cottages and its 7.000 acre estate. The 
envelope we believe is a little off the ordinary rut. 


R. B. Parker, Asst. to General Manager. 
The Greenbrier and Cottages. 
White Sulphur Springs. West Virginia. 


Reporters Note: “Off the rut” did you say? We can't adequately de- 
scribe your beautiful letterhead and envelope in The Reporter, but we 
will put them up on exhibit in the Direct Mail Center. For the benefit of 
readers, The Greenbrier letterhead is a pictorial-gravure job. showing an 
old-fashioned background scene to typify its existence since 1778. An inset 
photograph shows the front entrance of the present Greenbrier. The same 
design is printed in three different color-lots. One is in brown ink, another 
in green and another in blue. The envelopes have the corner card running 
down the entire left-hand side with a pictorial background behind the letter- 
ing. Envelopes are also printed in the three colors to match the three lots 
of letterheads. Although The Reporter does not have a column devoted to 
rating letterheads we unhesitatingly rate Greenbrier as 100% in the 
Resort or Hotel field. And for matching the envelopes and the letterheads 

we should add another 100° just for good luck. 
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your Sales Appeal 
with a 


GIANT 
MESSAGE! 




















tp DAIRYLEA 
AM GIANT WIRE _” | 


LAST CALL FOR CONVENTION STOP iF YOU HAVEN'T ADV:ISED US 
ET DON'T LET THAT KEEP YOU FROM ATTENDING STOP BE SURE 
TO COME &E THERE TWO SHARP TO SEE OPENING ACT STOP PLAB 
WW BEING WITH US FOR BANQUET AND FROLIC DURING EVENING 
J. F. CAMMAN 

MANAGE® 
wMiRYLES cE CREAM 


- UNIQUE 


a distinctive format & large 
type that arrest attention 
instantly. 


¢ PERSONALIZED 


each message individually 
imprinted for the prospect. 
» 


¢ ECONOMICAL 


cost per unit surprisingly low 

... all operations performed 

by us. 
Giant Messages available in 
standard sizes, or may be 
adopted to your individual re- 
quirements. 

° 

Amsterdam Giant Wires and 
Giant Letters can be produced 
as rapidly as your needs dictate. 


For 





AMSTERDAM 


PRINTING & LITHOGRAPHING 


COMPANY 
Liberty & Forbes Sts. 


AMSTERDAM 


NEW YORK 
a 
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OUBLY HANDY 


Opening through its own passage- 
way directly into Grand Central 
Terminal, the Hotel Roosevelt of- 
fers you perfect convenience on 
your arrival in New York ... And 
because of its location at the heart 
of Manhattan’s great mid-town sec- 
tion, it affords the same kind of 
convenience for all outside activi- 





ties ... Doubly handy and doubly 
enjoyable ... Large outside rooms, 


with both tub and shower— $4.50 up. 


HOTEL 
FROOSEVELT 


MADISON AVE. AT 45th ST., NEW YORK 
Direct Entrance to Grand Central Terminal 








How to get 
LARGER SUMMER 
PROFITS! 


Just outline in detail all facts about 
your Buyers, Users, Inquirers or Pros- 
pects, how arranged, etc., etc. 


lf these are fairly sizable and respon- 
sive on tests, our MASS MAILER 
CLIENTS will send you SUBSTAN- 
TIAL CHECKS through us, during 
the “off season” and later. 


Register exclusively with MAIL 

ORDER LIST HEADQUARTERS 

TODAY and you'll receive special 

service at once from the experienced, 

friendly MOSELY list rental income- 

development ORGANIZATION. 
Write Dept. R-4 fully now! 


MOSELY SELECTIVE LIST SERVICE 
Nail Order WN eadguarters 
va'p’ 


230 CONGRESS STREET 
BOSTON 


“MOSELY sends the CHECKS" 
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HURRAH FOR A PRESIDENT 


Many times in THE REPORTER we have mentioned that if more presi- 
dents and top executives took time to read the daily mail and see what's 
going on . . . there would be fewer complaints in business . . . and better 
business correspondence. 


On a recent trip to Philadelphia, your reporter met M. M. Kedian, who 
is Editor of Necco News, the house magazine of the New England Confec- 
tionery Company, 254 Massachusetts Avenue, Cambridge, Massachusetts, 
and we learned how Necco’s president, Mr. H. S. Ridley, looks over the 
original orders every day. Regardless of the many forms of record keeping 
which are available to give him information on the day’s business, he likes 
the intimate knowledge that he gains by personally looking at every order. 
Each day’s “business” is delivered to him at three o’clock in the afternoon 
. . . after it has been entered, acknowledged, etc. He reads each piece, feels 
it. . . and through this daily contact with Necco customers, he learns the 
pulse of customer relations. We now have a copy of the Necco News which 
carries the picture of Mr. Ridley looking over his daily mail. The Necco 
News is good . . . but we'll bet that many other things are good about 
Necco with a president who knows the real value of the daily mail. 


SELLING CHEESE BY MAIL 


Somebody in Wisconsin seems to be doing a right good mail order job. 
We give you the letter received from The Swiss Colony, Monroe, Wisconsin 
(signed by M. W. Kubly). Letter was multigraphed on a yellow paper. It 
followed all the formulas . . . with an order blank, a yellow business reply 
envelope, and an attractive colorful circular (which incidentally was die-cut 


to highspot the contents of the box being offered). 
The letter sounds believable and we believe that it should work. 


Dear Sir: 

When you came to your office this morning, you probably had no idea you'd be 
ordering cheese today. And maybe you won't! But we hope you will at least take two 
minutes to hear about it. 


Up here in Wisconsin’s famous dairying region, everybody knows about cheese. And 
the most “cheese-conscious” part of this cheese-producing state is right around Monroe. 
This section, settled years ago by Swiss immigrants, is still so old-world in character 
that it’s called “Little Switzerland.” 

Being descended from generations of cheese-makers, we Swiss Colony folks have 
inherited the knowledge and traditions of our ancestors and are carrying on their industry 
just as they practiced it for generations. We make only fine, natural cheeses, aged and 
ripened to develop their character and flavor. Do not confuse our products with 


(Continued on page 28) 





SAVE MONEY WITH VARI-TYPER 


Thousands of business organizations are SAVING 
MONEY by using the Vari-Typer . . . the composing 
Type Writer with changeable faces and spaces. This 
office machine reduces composition and printing costs 
for forms, bulletins, booklets, catalogs, folders, etc., 
for either Mimeograph or Offset reproduction. In- 
vestigate the savings possible in your business. 
WRITE TODAY for new demonstration portfolio 
“HOW YOU CAN PROFIT BY USING THE VARI- 
TYPER” . .. with actual samples of work produced. 


RALPH C. COXHEAD CORPORATION 


MANUFACTURERS OF VARI-TYPER 
333 Sixth Avenue New York, N. Y. 
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JOBS IN ADVERTISING 


THE “JOBS IN ADVERTISING CHART” and the 
article in THE REPORTER for March 
have attracted considerable attention and 
correspondence. 


Mark O’Dea, the author of the book 
that was criticized, wrote one of the finest 
letters we have ever received .. . confirm- 
ing our remarks that he is a broadminded 
crusader. We have given him permission 
to use the Chart in the next edition of his 
book ... but we still haven’t gotten to- 
gether on a good definition for advertising. 
Who has a good definition? 


J. L. Beltz, President of the Industrial 
Marketers of Cleveland, is reproducing the 
Chart and sending it to 150 men in the 
Cleveland area who are interested in re- 
search. advertising and sales promotion. 


R. |. Whyte of the Business Information 
Section of the Department of Commerce, 
Washington, D. C., is reprinting the Chart 
and article in the Bulletin of the Foreign 


and Domestic Commerce Bureau. 


Harry C. Thoma of the Wisconsin 
Alumni Association at Madison, asked for 
extra copies to give to “befuddled stu- 
dents.” 


C. H. Sandage, Head of Department of 
Marketing, Miami University, Oxford, 
Ohio, thinks the Chart helps to visualize 
more clearly the character of advertising. 
He makes interesting suggestions for am- 
plification on the next printing. 


Copies are being distributed to Profes- 
sors of Marketing and Advertising in all 
the leading universities. It is getting 
around ... and our only hope is that it 


accomplishes some good. 


The whole bone of contention in adver- 
tising today seems to revolve around this 
discussion of consumer criticism of adver- 
tising. By all reports, the forum conducted 
out in Columbia, Missouri, must have been 
a mess from the standpoint of the adver- 
tising leaders who think that the consum- 
ers and the professors should not criticize 
advertising. One of the fellows at the 
head table at the Springfield Advertising 
Club several weeks ago gave the right 
answer ... “if the advertisers would clean 
up advertising and tell nothing but the 
truth . . . the consumers wouldn’t have 
anything to criticize.” But it’s spring, so 
let’s talk about something more pleasant. 


° 
P. S.—Your reporter can furnish extra 


copies of the JOBS chart to anyone inter- 
ested. 
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“If we could only KEEP a voice!” 





Young Tom Edison’s Dream 


Became a Blessing to Every Business Man 


Thomas A. Edison’s invention—the Edison Voicewriter— 
keeps your notes, your instructions, dictation, memoranda. 
With it you clear your desk of bothersome detail and routine 
data—you concentrate on more important affairs . . . 


Talk your work away—to a beautiful, new, streamlined 
Ediphone. The 814” x 11” miracle ov your desk —the compact 
floor model beside your desk. Write Dept. R4, Thomas A. 
Edison, Inc., West Orange, N. J. or Thomas A. Edison of 


Canada, Ltd., 610 Bay St., Toronto. 





SAY IT TO THE 





hone 


VOICEWRITER 





tdi 


EDISON 





And See...“Young Tom Edison” starring Mickey Rooney 
An M-G-M Picture— produced by John W. Considine, Jr. 
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EFFICIENCY 
IN ADDRESSING 
2 -on-a-sheet 


Keady 


BLANK ADDRESS LABELS 


IN WHITE AND COLORS. 













A single 8'2" x11 sheet 
(gummed and perfora- 
ted) gives 24° address- 
ings AND as many 
duplicates as carbons 
will make. COLORS 
permit numerous uses 
for planned mailings 


——  o and efficient filing. 
FRE SAMPLES 
CATALOG 
MAIL COUPON TODAY! 


JUST WRITE YOUR NAME—TEAR OFF — 
ATTACH TO BUSINESS LETTERHEAD 


Please send me your FREE CATALOG 
and assorted samples of “24-ons’ and 
tell me how to use them no obligation 


NAME 


Ever Ready LABEL Corporation 





158 EAST 26th ST. © NEW YORK. N. Y. 








READING TIME: 1 minute. 

VALLE: Whatever success in Di- 
rect Mail Advertising is worth to 
vou. 


The Reporier Study Course in 
Direct Mail Advertising is now avatl- 
able in one handy, indexed. 473 page 
volume. It is the first and only com- 
plete course of its kind. In it, 
twelve men who are tops in their 
respective lines give you the com- 
bined experiences of two hundred 
years in Direct Mail. They give you 
the formulas that have made them 
successful—in a form you can use 


for your own success. 


e 

Price——$30.00 net with no special! 
offers, discounts, inducements or in- 
spection deals. Everyone who has 
seen it so far thinks it worth twelve 
times the price. 

Send your check and _= order 
OUICK—hefore the edition is ex- 
hausted, to 
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17 East 42nd Street, New York City 





SELLING CHEESE BY MAIL 


(Continued from page 26) 
“store” cheeses or the so-called “processed” cheeses. Ours is made the slow, old- 
fashioned way, wherein time works its wonders with the materials which nature sup- 
plies and we prepare. You simply can’t hurry cheese-making! 

While Swiss Colony cheese assortments have been popular Christmas gifts for 
years, of late business executives have begun to use these packags as between-times 
remembrances to customers, employees and friends, as well as for personal use. As Mr. 
Robert T. Herz of Chicago says: 

“| find that an assortment of Swiss Colony cheese, sent at a time when nothing 
of the sort is expected, is the best good-will gesture | can make. It’s amazing how 
much appreciation such a remembrance arouses!” 

Read about these assortments in the accompanying folder. (It happens to be one 
we got out at Christmas time, but the same prices still apply.) And send us your 
order for at least one trial package. so that you may know for a certainty that Swiss 


Colony Cheeses are one of the most enjoyable table delicacies in the world. 


A DEALER PRESENTATION 


The much-maligned Confucius has become a bit of a bore, but when we 
saw what he did for Elgin dealers we were al! for him again. In a 9” x 12” 
vellow envelope that bears a beaming Confucius in the corner, the Elgin 
National Watch Company, Elgin, Illinois, sent its dealers a practical piece 
that does everything but wrap up the watches and hand them to the customers. 
This booklet. folded in the middle, opens to an 11” x 17” size. bound on the 
top (or narrow edge). As the pages are lifted, Confucius proves himselt 
to be an A-| advertising man with a pointed sales message on each upper 
page. The lower pages give the real help. Reproductions of full-color. 
full-page advertisements are inserted in corner slits, can be lifted out for 
window or counter display. An envelope of box inserts is pasted to a page 
illustrating how these inserts can best be used. Samples of available Postal 
Cards, Folders. and Letters, all ready for the dealer's name, are tipped to a 
page explaining how and when these pieces can be used. Radio Announce- 
ments. Movie Slides. Street and Bus Cards are presented for any dealer who 
wants to take advantage of them. Likewise an assortment of newspaper mats. 
If dealers don't sell a helluva lot of Elgin watches for graduation this year. 


it wont be the company’s fault. 


AGENCY ADVERTISING 


Your reporter always likes to see good examples of advertising issued 
by advertising agencies to sell advertising. Most agency advertisements 
sound like the copywriter had a bad case of stage fright. Henri. Hurst 
& McDonald, Inc., 520 North Michigan Avenue, Chicago, Illinois. issue 
periodically a four page French fold 81% x 11 News Letter For Salesmen. 
Recent issue gives good general advice for salesmen and explains how ad- 
vertising backs up a sales job. 


We reprint here a few of the definitions given by Henri, Hurst & 
McDonald under the question “What Is Good Advertising?” 


Good advertising, in our opinion, begins with a sound, meritorious product reasonably 
priced. 
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Good advertising is truthful. It does not need to be otherwise, if the product is 
deserving. 

Good advertising, through word and picture, dramatizes the particular advantages 
and uses of the product. 

Good advertising is inseparably a division of the Advertiser's sales program. It 
is not “a thing apart.” It is a keen tool in the hands of the advertiser's salesman—a 
leverage in securing new accounts as well as larger orders from old customers. 

Good advertising is modest—self-effacing. It seeks to glorify the product, rather 
than itself. The reader does not say, “My! What a Wonderful Ad.” but rather, “I 
want that article—it must be great!” 

And good advertisings—in one way or another-—points the reader to a dealer who 
sells the product. 

Good advertising is the creative expression of a group of men who work in harmony. 
men who enjoy doing a thing well. 

Good advertising is a “friend” to salesmen. 


HOW NOT TO ADVERTISE 


Reporter Harold E. Severance, (mentioned elsewhere in this issue), sent 
your reporter a “horrible example” that was all the more horrible because it 
was supposed to advertise the services of a New York advertising agency. 
It's a triple post card... poorly printed. Here's some of the copy: 


OUR REMINDER THAT... 


Time is of the essence—You should have your announcements prepared for the 
coming season... Remember? We called your attention to this matter a few weeks ago. 


We will, if you wish, at no extra cost to you, take care of your advertising. Our 


long experience in this field will take loads of work off your hands, give you our expert 
advice and enable you to receive the best possible results for your resort. 

Fill in the attached self-addressed prepaid card now; it will bring us to you at 
vour convenience. No postage necessary. 

THERE'S A REAL SELLING JOB TO BE DONE! 

@ There has been so much written about psychology in selling that we hesitate to 
use the phrase . 

® If we emphasize the fact that we are peculiarly htted to do a real good job for 
vou, we believe that we have the background of ability and results to back up our claim. 

@ {it isn't solely a matter of lay-out and copy—although the proper copy is essential. 

@ These are strong statements—-but we are capable of substantiating them. 

We can think of stronger statements. but we'll use their own words— 
“the proper copy is essential.” And in this case it should be selling copy. 


not a random assortment of sentences. 


° 
A MULTIPLE LETTER MAILING 


We should give a prize of some sort or other to the fellow who thought 
up this idea. 

Reporter David Goldwasser, Atlanta Envelope Company. Atlania. 
Georgia, sent us an interesting advertising piece received from the Wm. Len 
Hotel. Memphis. Tennessee. It is simply an ordinary manila filing folder. 
with the tab typed with name of hotel. A little typewritten slip was attached 
to the outside with a clip. and the copy reads: “A handy reference which may 
be of use to you in selecting hotel accommodations for your traveling sales- 
men. Stapled to the inside of the filing folder are six (get that . . six) 
original typewritten letters addressed to the individual who received the 
folder. All the letters are short and are signed in ink by W. A. Manning. 
Manager of the hotel. 

One letter is introductory and explains the hotel and its rates. Other 
letters talk about individual services. One concerns the Coffee Shop, another 
the Fountain Room. There is a separate letter about the valet service. 
Another one about the barber shop. and there is a separate plug for other 
hotels owned by the same management. Letters are all good. 
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Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
is revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, “Elliott 
Starts Addressing Revolution!” 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 





Addressing Machine Company 
127 Albany St. Cambridge. Mass. 














Lettershop Wanted 


Would be interested in puz- 
chasing for cash—an up-io- 
date LETTERSHOP in the 
metropolitan district. 


Would like to contact owners 
of shop whose volume has 
reached level where addi- 
tional business would be 
attractive. Shop experienced 
with quality work. Flat ned, 
multigraph, multicolor, offset 
and automatic typewriters. 


Basis for consideration 
consists of progressiveness, 
modernity, contented labor, 
convenient location and rep- 
utation for fair dealing— 
and length of establishment. 
State particulars first letter 
for interview. Correspond- 
ence returned if desired. 
Confidential, of course. 


Box 401 


THE REPORTER 
17 East 42nd St. N. Y. C. 





29 











CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCIES 
Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 
SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





EQUIPMENT FOR SALE 
MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Ill. 





FREE LANCE WORK 





YOUNG FREE LANCER!! AGENCY EX- 
PERIENCE!! Sales Letters, Booklet-Cata- 
log Copywriting, Production!! PALMER, 
NEvins 8-4682, 326 Lincoln Pl., Brooklyn. 





MAILING LISTS 


Write for LIST CATALOG—6270 Classi- 
fications. A complete Direct Mail Adver- 
tising service. Lists. form letters, address- 
ing, folding, etc. TRADE CIRCULAR 
ADVERTISING COMPANY, 25 So. Mar- 
ket St., Chicago, Ill. Fra. 1182. 





MISCELLANEOLS 





Want Your Mailings to net Greater Re- 


turns? Use Laurel Process to bring at- 
tractive illustrated sales letters, folders. 
booklets, within your budget. Quality at 
Surprising Economy. 500 (8%”x1l1”) 
copies $2.63; additional 100’s 22c. Request 
free manual. In Metropolitan New York 
ask for Representative. Laurel Process 


Co., 480 Canal St.. N. Y. C. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS & SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





SALES LETTERS 





Words that tell in letters that sell. What 
have you? Jed Scarboro, 10 Wetmore 
Ave., Maplewood, N. J. 





SPECIAL 

If you have a service or product of interest 
to mail users, tell them about it through 
the pages of The Reporter. We reach 
advertising and sales managers interested 
in using direct mail advertising to increase 
their business. 17 East 42nd St., N. Y. C. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We _ have 
covering these 


complete mailing lists 


groups and allied Professions. Our lists 


are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100°, Accuracy Guarantee 
@ 72-Hour Service 


@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 














“Tim Talks” by Tim Thrift now 
available for House Magazines 


Send tor special selection of 21 ‘“*Talks” (12 
general; 9 sales subjects) for consideration. 
Low syndicate price. 

THE THRIFT SYNDICATE 
64 Salisbury St. Winchester, Mass. 











CORNER CARDS 


IF YOU ARE losing sleep trying to think 
of an attention-getting corner card, by all 
means try to get the “Corner Card De- 
signer.” produced by the United States 
Envelope Company, Springfield. Mass. It’s 
a 9” x 12” spiral bound booklet that con- 
tains practical suggestions and ideas pre- 
sented in a direct, understandable way. 
The contents of the book are divided into 
four indexed sections—Variety, Color, De- 


sign, Tie-up—with examples for each. 


ABOUT HOUSE MAGAZINES 
AND OTHER THINGS 


IF YOURE PLANNING to drop in to inspect 
the library of house magazines at the 
Direct Mail Center, you'll find two new 
ones added—Minnesota Paint News and 
published 


the Chi-Namel Dealer. both 


twice or three times a year. 


Qur thanks to Francis E. Nemzek of the 
Minnesota Linseed Oil Paint Co., Minne- 
apolis, ior adding our name to the mailing 
list—and for agreeing with us that dictated 
copy results in clearer, more natural, more 


forceful language. 


MUSIC TO EDITORIAL EARS 


1 THINK “The Reporter” is getting better 
and better. 


There is no harder magazine to edit, to 
my mind, because you can’t show examples 
of direct mail, with all their advantages of 
color, sealed wrappers, appeal to the finger- 
tips and nose as well as to the eyes, and 
all the rest of it. 


If you would like to send “The Reporter” 
to me at 27 West 67 Street, I enclose $3. 


HARFORD POWEL 
Institute of Public Relations, Inc. 
Graybar Building 
New York, N. Y. 


Reporters Note: Hunter Snead and all 
the others who want THE REPORTER 
“dolled up” with pictures . .. please note 
above. Our thanks to Harford Powel for 


his confirmation of our conservatism. 


GALLEY PROOF LETTER 


SPEAKING OF PRINTERS promotion, we'll 
have to compliment another producer this 
month. Just received a mailing from 
Jerome Brookman Company, 303 Fourth 


Avenue, New York City. 


It’s a letter to their clients and prospects 
but it is set in type and run on a 
regular galley proof measuring 744” x 22”. 
Has a space at top for customer’s okay and 
at the bottom there is a small notation 
reading “Yes, this is a proof. We believe 
in proof. That's why we want to prove 
what we say by doing a job for you.” 
Letter is written from a_ personal story- 
tel‘ing slant and is headed “We were talk- 
ing about you, as a matter of fact 


QUESTIONNAIRE BOOKLETS 


IF YOU WOULD like to see a good question- 
naire booklet, write to Jerry Young of the 
Monarch Life 
State Street, 


Insurance Company, 365 
Springheld, Massachusetts, 
and get a copy of the twelve page and 
cover booklet entitled “Useful Information 
on Health and Accident and Life Insur- 
ance.” Entire booklet is written in ques- 
tion and answer form in simple explanatory 
style without referring to any particular 
policy or company. Only reference to 
Monarch is the courtesy line inside the 
cover . . . and the back cover has one of 
those attached (die-cut part of cover) per- 


forated post cards folded in. 


THE REPORTER 
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tk search for a real opaque paper with a 


smooth printing surface, fine formation, rich appear- 
ance and bright white is at an end with INTERNA- 
TIONAL TI-OPAKE. This new paper of exceptional 
opacity is made for efficient monotone and color 
printing by both letter-press and offset. Specify 
INTERNATIONAL TI-OPAKE for house organs, cata- 
logs. advertising broadsides and folders. Send to-day 
for samples. 

INTERNATIONAL PAPER COMPANY 


220 EAST 42nn STREET + NEW YORK, N.Y. 
BOSTON + CHICAGO: CLEVELAND 


WRITE for this new demon- 

stration broadside with samples 

of black and white and color 
printing on Ti- 
Opake. Address 
Sales Dept. /] 


SMOOTH FINISH 
iN TERN AT £ Om A St PATE 8 VY iw ee 


Made by the Makers of: ADIRONDACK BOND AND LEDGER - INTERNATIONAL MIMEOSCRIPT - INTERNATIONAL DUPLICATOR 
BEESWING MANIFOLD - TICONDEROGA BOOK - TICONDEROGA TEXT: INTERNATIONAL TI-OPAKE 
CHAMPLAIN BOOK - SARATOGA BOOK - SARATOGA COVER - LEXINGTON OFFSET 














